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When Dr. Gallup saw the results 
of the Republican landslide in the 
Congressional elections, he may 
have felt at least a momentary 
twinge of sympathy for the lamented 
Literary Digest. 


- 2 oe 


The report that the Republican 
trend had been stopped may have 
been okay for opinion, but not even 
a Gallup poll can guarantee who’s 
going to visit the voting poll. 


,. |. ¥ 


As a shifty open field runner, 
who can score a touchdown without 
much blocking from his own team, 
you'll have to give credit to that 
widely unpopular New Yorker, 
Congressman Ham Fish. 

, FT F 

“Campaign Urges Motorists to 
Sell Their Idle Tires.”—Headline in 
ADVERTISING AGE. 

Perhaps what it needs is a parallel 
campaign by the shoe manufac- 
turers explaining the delights of 
walking. 

. & + 

Dr. Preston Bradley complains 
that he doesn’t walk on the boule- 
vards any More because so many 
motorists want to give him a lift. 
Is he disguised as a blonde or a 


brunette? 
- | = 


Lambert Pharmacal has re-intro- 
duced its anti-acid Milk-O-Mag 
tablets under a new name. Maybe 
too many wives made their hus- 
bands’ hangovers worse by demand- 
ing to know who Mag was. 


7, vv ¥ 


J. Stirling Getchell, Inc., which 
handled a 10-year billing of $75,- 
000,000, has filed papers of dissolu- 
tion. Well, anyway, it was a darn 
good show while it lasted. 


7,  F 


Martha Parker’s column, the 
Times says, has been a big success 


after running only six months. If| ington Rand, Royal Typewriter, L 


it reads as well as its conductor 
looks, it’s no wonder the gals fell 
for it. 


NEW APPEAL 


This Typewriter : 
has been 
to War... 


will you 
sell one to replace it? 


You t bs . ven Nemy am No 


Like other copy to appear above signa- 
tures of the major U. S. typewriter 
makers, this forthcoming advertisement 
asks the cooperation of offices in selling 
badly-needed machines to Uncle Sam. 


Typewriter Makers 
Move Into Reverse 
as War Measure 


Launch Cooperative 
Drive to Buy Back 
Machines in Use 


New York, Nov. 5.—Completely 
reversing their normal merchandis- 
|ing procedure, major typewriter 
|manufacturers this week officially 
joined hands in harnessing their ad- 
vertising programs to the task of 
luring back from users 


armed forces. 
With the repurchase of 600,000 
typewriters as the objective, Rem- 


|C. Smith & Corona and Underwood | 
Elliott Fisher, will henceforth de- 
vote all of their consumer and trade 


. . © 


Wonder what would happen if all 
the newspapers and magazines were | 
required to publish up-to-date pic- 
tures of their beauty editors right | 
smack in the middle of their advice | 
on how to be irresistible. 


*?¢ ¥ 


Singer sewing machine salesmen | 
are now engaged in exploiting the | 
surgical market. They can prove 
vith their new gadget they can 
sew you up a lot faster than you} 
could say, “Oh, doctor!” 


| 
| 


-— = © 


A literary editor says a mean way | 
to embarrass your friends is to ask | 
them if they’ve read the latest best | 
seller, “High on a Hill,” and hear | 
most of them give you an enthusi-| 
astic “Yes.” (There ain’t no such | 
animal.) | 

vy 


Johnny Beazley is going to work | 
m the Army Air Corps ground | 
force Too bad he won’t have a| 


chance to toss a few fast ones right | 
over the plate for the Nazis. 


vgyvs FF | 
The distillers are going to adver-| 
lise in daily and weekly newspapers | 
m the deep South. The plan is to 
ell them the idea that prohibition 
‘n't necessary, even though 
‘etter than no liquor at all. 


Copy Cus. 


it’s | 


advertising to the procurement pro- 
gram. The project has the backing 
of the War Production Board and 
was developed through the Adver- 
tising Council. Total advertising 
expenditures of the four manufac- 
turers have been running at about | 
$1,000,000 a year. 
Each Company Signs 

Copy will run over the signatures 
of the individual manufacturers and 
will continue to be placed by their | 
respective agencies—Leeford Agen- 
cy for Remington Rand; Young & 
Rubicam for Royal; Newell-Emmett 
for L. C. Smith; and Marschalk & 
Pratt for Underwood. In addition 
to national magazines, newspaper 
copy will be used in major markets 
to tie local dealers into the cam- 
paign. 

An integral part of the project is 
the utilization of the 2,000 salesmen 
still employed by the four compa- 

(Continued on Page 35) 


DIRECTORY OF FEATURES 


achieved 


| New Yorker and Time. 
sertions ranging from 407 to 720 1 


End Frills, Watch 
Out for Rationing, 
Shoe Men Warned 


OPA Aide Outlines 
Services Reduction 
for Retailers 


Chicago, Nov. 5.—Indications that 
compulsory shoe rationing is still 
down the wartime road, that the 
general trend for the immediate 
future will be toward standard lines, 
the conservation of critical mate- 
rials and the elimination of frills in 
shoe design and retailing, were seen 
here this week following meetings 
of the National Boot and Shoe Man- 
ufacturers of 
National Shoe Fair and National 
Shoe Retailers Association. 

A large portion of the shoe pro- 


mendous job of keeping the armed 
forces shod. It is equally important, 
speakers from governmental bu- 
reaus stressed, that civilian America 
be kept shod. 

Simplification of styles was urged 
|}upon the manufacturers. Alvin J. 
| Spring, chief of the WPB shoe unit, 
told the group that the best way to 
stay in business during the war is 
|to slash the number of types of 
| shoes of all kinds now being sold. 
|He pointed to the sizable inven- 
| tories amassed by tlie shoe trade, 
and said that distributors “obviously 
have sufficient footwear to ease the 
pressure of any declining produc- 
tion for some time to come.” These 
stocks, however, do not offer a rea- 
son to defer action on the basic 
|problem of conservation because 
they reflect only a temporary situa- 


tion. 


Job Up to Industry 


machines | we 
which are urgently needed by the| [t was Mr. Spring who brought 
E . |}up the bogey of rationing. 


After 
declaring that equitable shoe distri- 
bution must be achieved, the WPB 
executive asserted: “America must 
be amply shod for the duration, 


| whether or not by regular, normal, 


conventional methods. It is clear 
that it is the duty of the industry | 
to get set now to meet this prob- 
lem.” This would seem to dump 
the problem of securing equitable | 
distribution into the industry’s lap, 
(Continued on Page 34) 


the United States, | 


ducing field, of course, has the tre- | 


| Jemima ready-mix soup. 


Manpower in Advertising 
Field Shrinking Steadily 


OLD FACE, NEW SOUP | 


Personnel Problems, 
Not Yet Insoluble, 
Getting More Serious 


By S. R. BERNSTEIN 


Chicago, Nov. 5.—Although the 
advertising world has thus far been 
dealt with more or less gently as 
far as the manpower shortage is 

ERENT MAGIC SOUP! concerned, personnel problems rank 
NEW, DIFF in the forefront of war-induced 
Sa. dtee setae ,. | difficulties for advertisers, agencies, 
ccatektbeeean dieommuo. jand media, a nationwide survey 
conducted by ADVERTISING AGE indi- 

cates. 


“USE IN TOWN, HONEY, 
WITH MY NEW DELICIOUS 
— MIX SOUP!” 


AUNT JEMIMA DISCOVERS A 


In a series of articles of which 
this is the first, ADVERTISING AGE 
will report on the current man- 


power situation in advertising, not 
so much from a statistical stand- 
point as with a view toward indi- 
cating basic trends, outlining the 
problems involved, and providing a 
forum which will serve as a means 
of transmitting ideas which may be 
useful to the entire field. As one of 
the company’s largest advertising 
agencies said, in supplying informa- 
tion on its own situation: “I am 
supplying you with this information 
because I am anxious to know what 
other advertising agencies are doing 
to solve this important problem, and 
I shall look forward anxiously to 
seeing your reports.” 


Losses Less Than Expected 


One of the most _ interesting 
aspects of the survey, in which sev- 
eral hundred national advertisers, 
| advertising agencies and media par- 
ticipated, is the surprised realiza- 
tion on the part of many that 
|} advertising, traditionally “a young 
man’s business,” is collectively not 
quite so young as it has generally 
been thought to be. This is evi- 
motion this week as the Quaker|denced by the fact that losses to 
Oats Company, Peterborough and| the armed forces, while substantial, 
Saskatoon, launched an extensive | have in few cases measured up to 
advertising campaign for its Aunt|the expectations of admen who 
scanned their papers last Dec. 8 and 
The dehydrated product, similar |@ssumed that the advertising busi- 
to the Mother’s prepared soup mix |ness would be hit exceptionally 
which was given a test flight in| hard by wartime demands on man- 
Kalamazoo, Mich., more than a year | Power. 
ago by the Quaker Oats Company,| Detailed comments of many of 
Chicago, is being introduced to| those who replied will be presented 
Canadians with 600-line black-and- | in subsequent articles in this series, 

(Continued on Page 33) because many of these comments 
are extraordinarily specific in out- 


<2 4 ae be 
AUNT JEMIMA““”"SOUP. 


> 
f 


Aunt Jemima's familiar face sparks a 
Canadian drive for a revived Quaker 
Oats Co. product, ready-mix soup. 


Launch Promotion 
for Aunt Jemima 
Soup in Canada 


Ready-Mix Product 
| Similar to One 


Tested in U. S. 


Toronto, Nov. 5.—A famous trade 
character, Aunt Jemima, gave her 
name and smile over to a new pro- 


Last Minute News Flashes — 
B-S-H to Direct New Club Aluminum Line 


Chicago, Nov. 6. 


cleaning products. The line will 
women’s service magazines as soon 
George F. Drake is acc« 
Club Aluminum cooking utensils cc 
Moore & Wallace. 


Continental Opens Drive for New Whisky 


Philadelphia, Nov. 6.—Continent 


today that it will undertake the first major promotion of its new Phila- 


delphia blended whisky in newspape 
Christmas. 


24 
= | Tetley & Co. Starts Dehydrated Soup Campaign 


New York, Nov. 6.—First consumer advertising for Joseph Tetley & 
12 | Co.’s new dehydrated soup mix will consist of participation in the Blue 


Ad-libbing 12| Southern and Midwestern markets. 
Admen in the Armed Forces 14 | agency. 

Diary of an Ad Man 

Earnings 

Editorials 

Getting Personal 32 | 

Information for Advertisers 

Obituaries 35 


Photographic Review 
Postwar Planning 
Private Lines 

Rough Proofs 


by Ace of the Advertiser 18 | 


Network’s “Market Basket” program, three mornings a week over eight 


stations. Initial promotion of the 


shrunk 17%, and for the larger 

new Tetley & Co. product will be newspapers about 12%. About 

35 | centered in New York, Philadelphia, Pittsburgh, Richmond, Wheeling,| half the salesmen taken from 
| | Charlotte, Greenvilie, S. C., and Jacksonville. Duane Jones Company newspapers by the armed 
handles the account. ‘forces had been replaced at the 


Blackett-Sample-Hummert has been named by Club 
Aluminum Products Company to direct advertising of a line of household 
recelve 


Magazines include Collier’s, Fortune, Life, Newsweek, The 
All insertions will be in color. 


| lining the problems faced and the 
| solutions which have been worked 


| Certain general conclusions may 
be drawn from the mass of material 
gathered by ADVERTISING AGE in this 
study, among which the following 
seem to be true generally of adver- 
tising departments of manufacturers 
and media, and of advertising agen- 
cies: 


national promotion through 
as complete distribution has been 
yunt executive. The advertising of 
yntinues to be handled by Aubrey, Down 10 to 15% 
1 The supply of manpower in 
»« the advertising field has already 
shrunk considerably, and can be 
expected to shrink further. The 
ADVERTISING AGE survey does not 


‘rs and magazines between now and permit of clear statistical conclu- 
analysis of 


al Distilling Corporation revealed 


sions, but a_ careful 
Newspaper in- | the replies indicates that a probable 
ines will appear in major Eastern,| shrinkage of from 1) to 15% 

Al Paul Lefton Company is the|in advertising manpower has 
occurred within the past year. In 
the newspaper field, where the 
Newspaper Advertising Executives 
Association completed an exhaustive 
study a short time ago, selling per- 
sonnel for the field as a whole has 
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time 
there 


the study 
were clear 


reduced. 


Women are becoming a} 
2. important factor in 
the advertising field, not only in| 
creative work, but 
they have not yet 
sensational gains which many ad-| 
vertising analysts anticipated, and 
succeeded in| 


more 


but 


they have not yet 


erasing all skepticism with refer- 
ence to their ability to do 
as the manpower 
increasingly | get 
acute, it appears inevitable that the 
of women engaged in 
producing, purchasing and selling | 
advertising will grow steadily. in the 
among executives 
» trained and experienced per- 
serious, 
field as 


job.” 


situation 


percentage 


3 Losses 


sonnel 
the advertising 
is suffering much more seriously at | 
present from the same type of per- 
which afflict busi- 
losses among mes- 
file clerks, 
other 


sonnel difficulties 
ness generally: 
senger boys, copy boys, 
stenographers 
office personnel which cause irrita- 
tion, annoyance and a general ine. |6. In 


However, 
becomes 


been 


have 


and 


made, 
indications that 
as additional losses are suffered, the 
replacement 


was 


rate will 


in sales 
made the! or no 


but| munication difficulties, media 
particular have been casting sharp|commonly done by 
glances at their advertising service | themselves. 


sharply 


and super-service functions. 
extra services, 
indispensable, are 


These | merchandising aids, 


being widely | tions, etc. 
work; 
objection from advertising 
buyers. 

In Favorable Position 

| public. 
whose | puts it: 
and pattern of | 


National advertisers 
“a man’s 5. organization 

along with relatively 
advertising departments and with| policy for a 
their 


best relative position with | 
regard to manpower, and appreciate | 
their situation. As the advertising | 
manager of one of the country’s 
most prominent drug advertisers, 7 
which maintains practically no ad- 
|vertising department of its own, 
reported: “Our agency has had a 
little trouble, and this is one of the 
| times when we are glad to let some 
one else worry about manpower 
| shortages.” 

many 


ing our present 


and 


but 
a whole » enterprises, whether 


media, agencies or 


affected by manpower 


general of an entire organization. 


cases, manpower 


Youth Market May Change 


in | advertising and promotional activity 
advertisers 
Included in this type 
departments and have been making} of work are the preparation and 
serious efforts to eliminate frills| production of dealer help material, 
window and 
formerly considered | store displays, consumer investiga- 
This is particularly true 
eliminated or curtailed with ~sisaped ben companies which have swung 

| over completely or in large measure 
|to war production, but it applies as 
well to many still selling to the 
As a leading meat packer 


“The reason we can handle all 
operations have enabled them to/duties with reduced personnel and 
small| expect to be able to continue that 
reasonable length of 
advertising agencies bearing| time is because less actual opera- 
the brunt of the personnel load, are| tional effort is required in conduct- 
institutional cam- 
paign than was formerly required in 
our regular product advertising.” 

As might be expected, smaller 
they be 
advertisers, 
proportionately more seriously 
shortages, 
since frequently the loss of even one 
or two men disrupts the operations 


are 


of efficiency for the entire machine problems which might have | long or fairly long war 
Because of losses in this| been more seriously felt have been | 8.» may seriously impair the 
4. category, coupled with in- ‘lightened by elimination or serious | reservoir of youth which has 


creasing transportation 


and 


com- 


restriction of many of the types of | _clamored for admission at the doors 


In Philadelphia—nearly everybody reads The Bulletin 


iad 


The way to brush your teeth thoroughly is to use one 
tooth brush well. The same idea is true of newspaper 


advertising in Philadelphia. 


For instance: An independent check made among cus- 
tomers of 7 Philadelphia stores in a large national drug 
chain showed that 75% of the customers turned to The 
Bulletin when looking for advertising of products sold 


in drug stores. 


More and more advertisers are pursuing this policy: 


A thorough advertising job in The Bulletin is the first requi- 
site to a thorough job in the important Philadelphia market. 


2, aha 


atthe 


of advertising for several decades 
and may cause some difficulties in 
the future. This may be due not 
only to the demands of the war 
machine upon today’s young man- 
power, but also to a change in 
youthful thinking which might 
make advertising seem relatively 
less attractive. 

In some instances, curtailed 
9. advertising activities have 
allowed the temporary transference 
of some advertising personnel to 
jobs in the same company outside 
the advertising department, and in 
these cases the advertising depart- 
ment expects to regain its lost per- 
sonnel when the need for their 
services is again apparent. Con- 
versely, manpower problems in 
some advertising departments have 
been materially relieved by assist- 
ance from the sales department 
which has lost many of its normal 
sales functions and has been able 
to devote more time to sales promo- 
tional activities in conjunction with 
the advertising department. 
10 In many companies the 

« functions of the advertising 
department have been shifted or 
broadened to embrace duties which 
either have not previously been 
included in company activities, or 
have been handled by other depart- 
ments or officials. Such new duties 
as employe relations and efforts to 
improve production records have 
been made advertising department 
functions. Most advertising men 
| believe that these new additions to 
| their department’s functions will be 
| permanent additions. The advertis- 
ing manager of a surgical dressing 
|company reports that his depart- 
ment has added the functions of 
producing an employe plant news- 
paper and a bi-weekly house bulle- 
tin for salesmen and comments: “I 


wouldn’t be surprised to find that | 


we have become the permanent | 


” 


resting place for these functions. 
Agency Split-ups Seen 


11 In the agency field in par- 
e ticular, there is  consider- 
able concern about the _ possible | 
effects of new salary freeze and 
salary limitation orders, 
general feeling that these regula- 
tions may tend to speed up the nor- 


} 
| 
| 
| 
| 


with the) 


8 uy hi high rate of pene turn- 
over and also encourage the split-up 
of large agencies into smaller units. 
However, the difficulties of launch- 
ing new agency enterprises under 
existing conditions act as a brake 
on the latter action, and the serious- 
ness of the turnover problem cannot 
be accurately gauged until labor 
freezing regulations have been more 
clearly defined. 

Demands upon advertising 
12. agencies for service which 
has usually been performed by the 
advertiser himself are likely to in- 
crease, even though advertising 
activities of this nature decline ir 
total volume. This problem i: 
pointed up by the advertising man- 
ager of a large rubber company 
who says: 

“As a general rule, I feel that 
most agencies should be doing 
great deal more of the clients’ smal! 
advertising jobs and I believe well- 
managed agencies, watching thei: 
costs, can be of increasing help to 
clients without reducing their net 
profits.” 

On the other side of this same 
question, an advertising agency 
president reports: “Because of ou: 
clients’ added demands upon us dus 
to their losses in personnel, fa: 
from replacing or consolidating any 
of our departments, all have bee: 
working at full tempo. We ar 
doing many things that were for- 
merly handled by our clients’ 


‘advertising departments and _ the 


Washington developments hav: 
brought us new problems to help 
our clients solve.” 

Detailed elaboration of these 
major conclusions, together wit! 
quotations of material supplied by 
the several hundred advertisers, 
agencies and media participating in 
the study, will be presented in 
forthcoming articles in this series 


Advertising Council 


Names Robinson 


Irwin Robinson has resigned as 
executive editor of ADVERTISING AGE 
'to become director of information 
of the Advertising Council. The 
post is a new one. 

He will take up his duties late in 


| November, with headquarters at 60 


E. 42nd St., New York. 


follows: 


a 297 
SE is vata dad vesceee 12 
Vice-Presidents ........... 49 
TRE Sita netedawdd 33 


rated over $125,000, 


| rated manufacturers of the country. 


companies with orders for one million dollars or more. 


| newspaper headlines as “350 companies get 85% 


| This sample is typical of DuUN’s Review coverage. 
50,000 circulation, 26,310 are manufacturers. 


This represents more than 85% 


How To REACH PRESIDENTS 
OF Tor WAR CONTRACTORS 


A LIST* of War Department contractors shows 554 
I 


Dun’s Ri 


view reaches 596 executives in 402 (70.7%) of these companies, as 


DOCTORASONS 6 kk cece cdeces 26 
General Managers ........ 15 
SRS ge ae eee 164 

ee 


The war and post-war significance of coverage is revealed by such 


of war work.” 


Out of more than 
14,032 of these ar 
of the top 


Most war contractors and su! 


contractors will be found in this group. 


Advertisers in Dun’s Review enjoy 


request. Also available: 


ing Influence”; “ 


unusual results. Evidence on 


“Industrial Markets—and Executive Bu) 


The Care and Feeding of Presidents’; detailed ci 


culation break-down showing type and size of business, and executi\ 


reached; 


*Such lists are no longer 
awards for sixteen months 


available; this 


sample copies of the magazine. 


last published compilation includes « 


DUN’S REVI EW 


Published by DUN & BRADSTREET, 


NEW YORK 


290 Broadway 300 West 


SAN FRANCISCO 
300 Montgomery St. 


CHICAGO 
Adams St. 


BOSTON 
80 Boylston St. 


LOS ANGELES 
607 South Hill St. 
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: MODERN MAGAZINES 
~ COST AND CIRCULATION ANALYSIS cpu anon 


T 2,250,000 
if 


oo debt = b-- ‘ae tl a te en 


>-+—4-—$--—+4+ + -+4--F -+-+4 


THE LARGEST CIRCULATION AVERAGE PER 
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MODERN MAGAZINES 


Modern Screen « Screen Romances « Modern Romances 
149 Madison Avenue, New York, N. Y. . #, 


UNIT EVER DELIVERED BY ANY GROUP 
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ADVERTISING AGE 


Nelson, Jeffers 


in Feature Roles 
at ANA Meeting 


Top War Figures 
to Discuss Major 
Marketing Problems 


} 


New York, Nov. 4.—Two of the| 


chairman, and William M. Jeffers, 
rubber director—will shed light on 


November 9, 1942 


some of the most pressing problems | 
facing business at the two-day | 
wartime meeting of the Association | 
of National Advertisers here Nov. | 
11 and 12. 

The star-studded program will | 
feature a host of other prominent 
personalities in government and| 
business, including Gardner Cowles, | 
Jr., Office of War Information; Ken | 


paigns bureau; Chester J. LaRoche, | 
chairman of the board, Young & 
Rubicam, and chairman of the} 
Advertising Council; Howard Coon- | 
tion division; Paul 


G. Hoffman, | 


States 
Arthur R. 


Rubber 
Burns, | 


United 
Dr. 


president, 
Company; 


economist who has just returned 
from England where he studied 
concentration of British industry; 
T. Mills Shepard, vice-president of 
Daniel Starch, Inc.; and Dr. Henry 
C. Link, vice-president, Psycho- 
logical Corporation. 


Busy Schedule Arranged 


Sessions have been scheduled for 


|R. Dyke, chief of the OWI cam-/| morning, afternoon and evening of 


both days, with the dinners 
which Messrs. Nelson and Jeffers 
will talk open to invited guests 
from the agency and media fields, 


at 


members only. 


11, while all other sessions will take 
place at the Pennsylvania. 


‘ley, director of the WPB conserva-| and all other sessions open to ANA| deeply and may dangerously impair 
The Nelson dinner| the machinery of distribution and 
leading figures in the nation’s war| president, Studebaker Corporation; | will be staged at the Commodore| marketing on which our civilian 
effort— Donald M. Nelson, WPB/|H. E. Humphreys, executive vice-| Hotel on Wednesday evening, Nov.| economy, and therefore our whole 


| 


Pointing out that thus far major | 
emphasis in Washington and in| 
business circles has been on pro- | 
duction, Paul West, ANA president, production and the maintenance of 
said: “We are at the point where | an essential civilian economy. Mr. 
recognition must be given to the| Jeffers’ acceptance of a place on the 
distribution, marketing and adver-| ANA program is likewise regarded 
tising side; in other words, to the | as significant, since the rubber 
civilian side of the picture which | director has hitherto been reluctan: 
is equally important to the military|to undertake public speaking as 
requirements side. Conversion of|signments. His address will featur: 
industry to the manufacture of war | the dinner at the Pennsylvani 
materials has necessarily dislocated | Hotel, Thursday, Nov. 12. 
the production and flow of civilian Concentration of industry, stan- 
goods. This is now beginning to cut|dardization and simplification ar 
discussions of wartime copy and 
merchandising will be covered dur- 
ing the course of the two-day mee‘- 
ing. 


CANADIAN ADVERTISERS 
HOLD ANNUAL PARLEY 


the background for a major address, 
Mr. Nelson is expected to discuss 
the problem of balance between war 


war effort, is dependent.” 
In choosing the ANA meeting as 


"ies a FARM JOURNAL 
landelide!” 


OVERWHELMINGLY 


Rural America has picked its spokes- 
man—and the election wasn’t even 
close. Direct-to-Publisher subscription 
orders received by FARM JOURNAL 
in the first six months of this year 
(215,942) were more than 7 times as 
many as those polled by the next 
largest rural magazine! And the land- 
slide continues—November marks 


the 43rd consecutive monthly circu- 


Toronto, Nov. 4.—Members of the 
Association of Canadian Advertise: 
will gather here Nov. 11-13 for an 
“international wartime advertising 
conference” at which government 
and business leaders from bot) 
sides of the border will analyze the 
marketing situation and the war- 
. time outlook for consumer goox 
and services. 

Sessions of the conference, to 
be held at the Royal York Hotel, 
will be open to guests, except for 
the annual business meeting Thurs- 
way evening. The first day’s sessions 
will be given over entirely to man- 
power problems and the correlated 
problem of increasing production 
through the use of advertising tech- 


lation gain! Total net paid now 
2,645,000! If you want Rural Amer- 
ica’s vote for your product at store 
counters, mark “Yes!” opposite 
FARM JOURNAL on your °43 adver- 


tising schedule. 


FARM > 
JOURNAL | 


Shales 


Graham Patterson, Publisher ,Washington Sq., Philadelphia 


AMERICA’S LARGEST RURAL MAGAZINE 


niques. The second day will dis- 
cuss media problems and the ac- 
tivities of the association itself, and 
the final day will be given over to 
an exchange of experiences between 
advertising leaders of the United 
States and Canada, at which a 
dozen or so leading lights of the 
Advertising Council will be present. 
At the annual dinner, the second 
annual awards of the association to 
the four men chosen by an impar- 
tial jury for their outstanding con- 
tribution to Canadian advertising 
will be announced. The speaker at 
the dinner will be Frank Prender- 
gast, past president of the advertis- 
ing organization and now director 
of the information branch of the 
Wartime Prices and Trade Board. 


Annenberg Estate 
Valued at $2,700,016 


The estate of the late Moses L. 
Annenberg, former publisher of the 
Philadelphia Inquirer, was appraised 
- at $2,700,016 in an inventory filed 
last week with the Philadelphia 
register of wills. Mr. Annenberg 
died July 21. His will, filed for 
probate July 24, bequeathed all of 
his publishing properties in trust to 
his son, Walter H. Annenberg, in 
whom all voting interests were 
vested; his widow; and his daugh- 
ters. Included among the assets 
are 240 shares of common stock of 
Triangle Publications, valued at 
$2,646,426. 


Accounts to Lefton 

Al Paul Lefton Company, New 
York, has been appointed advertis- 
ing agency for Oldin-Dennis and 
_Manne & Weill, both of New York. 


B. < 
City Zone have increased 
7.9% sinee 1940,* a sure sign 
of growth in New York State's 
lowest cost) major market 
Make the 115.000 consumer- 
here your customers! 


Phones in Troy’s A. 


*New York Telephone C: 

shee THE TROY REC onl 
RheoRD 

veers THE TIMES RECOH! 
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time their advertising budgets to sales volume 


: with SPOT BROADCASTING 


h- From the start, Spot Broadcasting has kept 
. watch sales ticking for Longines because it permits the 
company to sales-manage radio advertising. By wasting no 
dollars on dead spots, they have more left for the live spots, 
:- more left to turn problem spots into profitable, productive 
territories. Because Spot Radio is both fast and flexible, 
Longines advertising stays in perfect timing with every 
market no matter how quickly conditions change. 

In the markets you want, Spot Broadcasting assures 
maximum effectiveness through free choice of the best 
stations and of times having ready-made audiences. You 
can arrange Spot Broadcasts quickly for immediate action 
anywhere and for the swift consumer reaction that Radio 
offers everywhere ... with either programs or announce- 


ments, on a schedule that fits your budget. 


e@ An interesting, informative booklet, “Spot Broadcasting,” 
” will be sent on request to advertisers and their agencies 


together with a list of John Blair markets and radio stations. 


Longines 


Now, while markets, quotas and selling problems 
shift faster and faster, the flexibility of Spot Broadcasting 
is proving itself the salvation of many an advertiser. Talk 
to a John Blair man about this sensible market-by-market 
advertising. He not only represents many of the country’s 
finest radio stations, but he knows merchandising and he 
can help you use radio profitably today! 


* Spot Broadcasting is radio advertising of any type (from 25-word announcements 
to full- hour shows) planned and placed on a flexible market-by-market basis. 


J ‘eg ¥% “) Chicago 
on 444 New York 
THE VALUE St. Louis 


OF INFORMATION 
1S MEASURED BY ITS 
RELIABILITY 


Los Angeles 


& Co MPANY San Francisco 


EXCLUSIVELY REPRESENTING LEADING RADIO 
STATIONS THROUGHOUT THE UNITED STATES 
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Heinz ‘Cook Book’ 
Sets New Pace in 
Institutional Copy 


Unconventional Use 
of Newspaper Space 
Likely to Continue 


Nov. 5.—H. 
will set a 


Detroit, 
Company 


J. Heinz 
new pace in 
newspaper advertising next Tues- 
day with the publication of four 
consecutive horizontal half-pages of 
advertising in 80 newspapers, form- 
ing an eight-page wartime cook 


book designed for permanent refer- | 


ence by housewives. As reported 
in ADVERTISING AGE Nov. 2, the mass 
use of newspaper space follows an 
unusually successful test of the cook 
book idea in the Dayton News Oct. 6. 

The unusual copy idea was devel- 
oped by Maxon, Inc., Heinz agency, 
and Clark Stevens, of the Sawyer- 
Ferguson - Walker Company’s De- 
troit office, cooperated in arranging 
the Dayton News test. The copy is 
so arranged that when clipped from 
the papers and folded in the middle, 
it forms a 


“Guide to Wartime Cook- | 


ing,” complete with front cover and 
a variety of recipes specially de- 
signed to meet wartime conditions. 
| 

Pleased With Test Results 

In sending its orders to news- 
papers throughout the country, 
Maxon described the results of the 
Dayton test in these words: 

“We know you'll be interested in 
the results of a recent H. J. Heinz 
Company advertising test in the 
Dayton News. 

“A ‘Guide to Wartime Cooking,’ 
made up of four consecutive half- 
pages, ran with amazing results. A 
survey made by an independent re- 
search organization disclosed that 
about half the women readers of the 
News saw the advertisement and 
more than one-third of those who 
saw it clipped the ads as a direct 
| result. 
| “The results were so favorable 
| that Heinz has approved the use of 
| this cook book advertisement on a| 
large scale, and it will run in a | 
|number of metropolitan newspapers | 
‘from coast to coast at an early) 
date.” 

The copy is in one color and is 
running primarily in markets where 
Heinz has branches. It is, of course, | 
strictly a one-time shot, but the} 
possibility exists that it may be| 
extended to a few additional mar- | 
kets. 

Publication 


of this exceptional 


advertisement, one of the largest 
single splashes by a national adver- 
tiser in more than a decade, marks 
another step down the path of 
unconventional use of newspaper 
space which has marked the Heinz- 
Maxon advertising effort since early 
in 1940, when the company and its 
agency began a 15-month study of 
newspapers on the premise that “an 
occasional physical examination is 
sound procedure for media as well 
as man.” 

The most dramatic portion of this 
long test period was a seven-month 
stretch in which Heinz conducted 
intensive experimentation in the use 
of newspaper space in 21 cities from 
coast to coast, spending almost 
$70,000 for newspaper white space 
in the process. Primarily the test 
was designed to determine what 
actually constitutes an adequate 
newspaper schedule, and the results 
proved so conclusively to Heinz’ 
satisfaction that national advertis- 
ers were spreading their appropria- 
tions too thinly and not using ade- 


quate space or frequency, that the | 


company scheduled the largest 


° ° . . i 
newspaper drive in its history for 


the 1941-42 fiscal year. 
Newspapers Elated by Results 
The tests involved four major 
Heinz varieties, and schedules of 13 
consecutive weeks, with insertions 
running from three to five times a 


What is this 


NEW 


VITALITY 


in Southern Agriculturist?. 


HEN a publication which always has been noted for its solidity 
and strength suddenly becomes increasingly solid and strong, 


what’s behind it? 


In the case of Southern Agriculturist it is due to a combination 
of reasons: new publisher peculiarly able to build upon old 


qualities and character; 


new editorial features: improved physical 


attractiveness; a co-operative relationship with six leading radio 
stations. And, when you consider Southern Agriculturist as an ad- 


vertising medium, add the greatly increased buying power of the 
great farm market of the South, 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight .. . 


1. For complete co-operation by all 
Americans to win the war as soon 
as possible and to secure a perma- 
nent peace. 


2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
lic funds. 

3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 
4. To secure first-class educational 
opportunities for all rural youth. 


5. For rehabilitation of the coun- 
try church. 


Southern 


LOS ANGELES 


NASHVILLE 


6. For widespread, profitable use 
of modern equipment, and the ac- 
celeration of rural electrification. 


7. For strong active organization 
of farmers, by farmers, for farmers 
to advance the interests of agricul- 
ture, and to promote better under- 
standing and co-operation between 
agriculture, industry and labor. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will include adequate medical ser- 
vice for everyone. 


is reed by 2 out of every 5 
White Farm Families in the South 


NEW YORK 


10. To promote the work of tax- 
supported agencies, rendering ser- 
vices vital to agriculture, and te 
eliminate wasteful duplication of 
effort. 


11. For greater opportunities for 
deserving farmers to own homes 
and other farm property; for better 
rural housing and for fair long- 
term leasing agreements between 
landlords and tenants, 


12. For an all-out aggressive pro- 
gram to give the farmer equal buy- 
ing power with other segments of 
national life. 


Poorurctar O, Qormegy——” 


President and Publisher 


Agriculturist 


CHICAGO DETROIT 


(Aunirry HALE-HOUR DINNERS 
: FOR BUSY DAYS 


Miles of wemen woting 8 ow etetre and pam heme ergummenene i Ons 
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“LUNCH BOXES PACKED WITH 
FLAVOR AND HEALTH 
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FOR BUSY WARTIME HOUSEWIVES 


CLIP AND FOLD THESE PAGES TO MAKE YOUR OWN HEINZ »7 ‘WARTIME COOKBOOK 


. ‘“ uy 1 
m| 
\ iy 


Here are two of the four consecutive half-pages which Heinz has scheduled in 
80 newspapers for Nov. 10, providing housewives with an up-to-date wartime 


cook book. 
| week. In each market consumer) price represented as “packed in 
| awareness of the product advertised | Russia,’”’ ripped off several labels 


| was carefully checked by research 
| organizations and this data was in 
'turn carefully correlated with sales 
figures. 

The story of the Heinz tests, their 
|results and the conclusions which 
| the company and its agency drew 
from them, were widely dissemi- 
|nated in the field, and were wel- 
/comed with open arms by news- 
| papers, which recognized in them 
| the greatest sales ammunition which 
| had ever been placed in their hands. 

Exigencies of the war, especially 
|the packaging difficulties which 
Heinz ran into in connection with 
a number of the items in its line, 
| have caused gradual shelving of the 
promotional activities built up as a 


result of the exhaustive tests. But 
publication of the “cook book” — 
‘involving the use of more than 


400,000 lines of advertising in a sin- 
gle day in 80 papers—indicates that 
| Heinz is still sold on the efficacy of 
|newspapers, and may be counted 
upon to develop institutional adver- 
tising methods as unconventional as 
those which it developed for sales 
| copy. 


Maine Campaign 
Charges Fraud on 
Jap Crabmeat 


New York, Nov. 4.—The Maine 
Development Commission will un- 
leash a barrage against the sale of 
Japanese crabmeat on the Eastern 
Seaboard in the form of 224-line ad- 
vertisements to appear in 50 New 
England newspapers the latter part 
of this month, it was revealed this 
week by Brooke, Smith, French & 
Dorrance, agency handling the ac- 
count. 

Pending readjustment of price 
ceilings, the campaign has been 
awaiting release since last summer. 
Clearance was secured in Washing- 
ton some time in August, but it was 
not until last Friday that the price 
increase of about five cents a can for 
packers and seven cents for retail- 
ers received full authorization. 

The initial copy will focus atten- 
tion upon alleged misrepresentation 
| of labels. The case was cited of a 
| Philadelphia jobber, who upon re- 
|ceiving an unusually heavy ship- 
ment of crabmeat below market 


and found that they cancealed orig- 
inal Japanese markings. 


Starts Margarine Drive 
Miami Margarine Company, Cin- 
cinnati, has launched a new cam- 
paign for its Nu-Maid margarine 
using an adaption of the “Believe 
It or Not” type of oddity cartoons 
on comic pages of newspapers. The 
schedule includes an_ eight-week 
promotion in the Cincinnati area. 


Swagerman Resigns 

William J. Swagerman, vice- 
president and partner of George A. 
McDevitt Company, New York, has 
iesigned his position after an as- 
sociation of 18 years with the com- 
pany. 


New tradition: 


24 new advertisers started 
their '43 schedules in Octo- 
ber °42 .. . in Business Week 
... Seeing no reason to delay 
BW’s effectiveness! 24 in such 
varied fields as 


Railroading 
Films 
Automotive Parts 
Fences 
Machine Tools 
Insurance 
Conveyors 
Air Transport 
Electronics 
Chemicals 
Containers 
Elevators 
Motors 
Building Materials 
Office Equipment 


THE NEWS-BASE OF 
MANAGEMENT'S DECISION 
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November 9, 1942 


ADVERTISING AGE 


Make no little plans” 


A soldier's life has lots of waiting in it... 
On sentry go and the night watch ...in moving 
columns and slow transports, in distant bases and 
long blackouts, men wait... and wonder... and 
think ... They think about everything—themselves, 
the world and what's wrong with it... what might 
be and what must be—when they get back!... And 
when they are back, their values will not be those 
of yesterday... their outlook will be enlarged by a 
world of trouble in a troubled world ... They will 
think straighter, truer... and with widened vision, 
demand more of themselves, their country, and 
their future...And for these men, new found, 
grown greater in stature, harder to satisfy, eager to 
accomplish more . . . “Make no little plans.” 

In Chicago is a new newspaper today that is 
tuned to tomorrow, and to the people of tomorrow 
... Founded full strength, started functioning fully, 
planned big and sighted high... fitted to better serve 
where a better newspaper was badly needed... 
welcomed as no new newspaper ever was with 
substantial support and sympathetic acceptance 
... The Chicago Sun in less than its first year has 
made its mark as a modern newspaper ... made its 
place as a proven medium in America’s second 
market . . . is delivering more to both readers and 
advertisers than any newspaper of comparable size 
...'Make no little plans” for Chicago—and make 
The Sun a big part of the plans you make... 


CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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Long Negotiations 
Culminated by U. S. 
Short Wave Leases 


Government Takes 10, 
Plans to Build 22 
Additional Senders 


Washington, D. C., Nov. 4.—De- 
termined to expand the scope of the 
psychological warfare campaign 


currently being waged on all world | 


fronts, the government this week 
leased for the duration ten U. S.| 
short wave stations, with the facili- 
ties to be allocated to the Office of 
War Information and the Coordi- 
nator of Inter-American Affairs. | 
The former will utilize 16 hours a 


day and the latter the remaining | 


eight. 
Within the next few months an 
additional 22 short wave transmit- 


ters will be built by the govern- 
ment to supplement existing facili- 
ties. Technical and service per-| 
sonnel of the privately-owned sta- 
tions will remain intact, but all| 
programming will be directed by 


|the two war agencies mentioned. 
| Conclusion of the deal brought to 
|fruition a proposal that has been 


| under discussion for more than nine 


'months. Last February the issue 
was crystallized by Don Francisco, 


| director of the radio division, Office 


\of Inter-American Affairs, who 
recommended that all international 
short wave stations be operated and 
controlled by the government, under 
contract with the licensees. He 
pointed out that although the sta- 
tion operators were cooperating 
fully with the various agencies that 
utilized their facilities, chiefly the 
Office of Inter - American Affairs 
and the then existing Office of the 
|Coordinator of Information, it was 
essential that an expansion program 
be instituted. The privately-owned 
stations could not be expected 
| invest the money needed to carry 
|out such a project. 

Unified operation of all short 
| wave facilities was needed _ to 
| achieve maximum results, he said. 

On several occasions during the 
months that followed this recom- 
|mendation, such an arrangement 
was regarded as imminent, but the 
deal never quite came off. One fac- 
tor was said to be a difference of 
opinion on various details of 
eration between the Inter-American 
|representatives and those of the 
‘Coordinator of Information. When 


to | 


op- | 


la iesiiinidinaiiadts of the whole war- 


time information setup became im- 
minent, the development of the 
short wave project received another 


| jolt. 


Following the formation of the 


OWI, the proposal came to the fore | 
with the consummation | 


once again, 
of the deal late last week. 


Indicates Pattern 


The pattern that the new short 
wave setup will follow was indi- 
cated today by John F. Royal, NBC 
vice-president, who said that OWI 
has given assurances that “the com- 
petitive programming policy which 
has been the foundation of the 
American system of broadcasting” 
will be continued. 

“All the talent of our network 
has been placed on our short wave 
programs and many American ad- 


| vertisers have made available their 


programs for the purpose of aiding 
this propaganda effort and also to 
entertain troops abroad. This wili 
now be continued on a greater scale 
than ever before. With well-planned 
programs and proper signals, it is 


my feeling we should capture the) 


larger part of world audiences.” 
Mr. 


office will solicit the continued co- 
operation of radio advertisers 
permitting the use of the great list | 


Salesman yesterday 


SOLDIER TODAY 


Salesman tomorrow 


hen salesmen start to work again 


The grect 


industrial 
Toledo, with its 75,000 war work- 


city of 
ers, plus its compact trading 
territory — richest agricultural 
section of Ohio — combine to 
make the Toledd area Ohio's 
DOUBLE-VALUE market. 


He’s in the Army now—but he’ll be back some day. 
And the battle of selling will start all over again. 


Will the goods he sells tomorrow be the familiar 
brands that are household words today—or due to 
lack of promotion during the war period—will he 
be introducing strange, new brands? 


The hold which an established trade name has on 


consumer purchasing power today may be as firm 


then as it is now—or it may not. That will depend 


upon the effort you put forth to retain your hold on 


the market. 


TOLEDO 


BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Royal expressed the belief | 
that “OWI and the Inter-American | 


n | ley 


_of talent now being used on do- 
mestic networks.” He added that| 
“American broadcasters and the| 
| government are now cooperating to | 
overtake speedily the Nazis with the | 
weapon of radio.” | 


Central Studio Control 


Commercial broadcasts to troops 
overseas and plans for international | 
commercial networks were among} 
the casualties in the government | 
move. The short wave leases, signed 
and returned to the government 
Nov. 1, provide that five of the 
broadcasting companies will con- 
tinue operating their facilities, with- 
out profit, while the government 
underwrites the cost of operation. 

The stations will be controlled 
from studios and control rooms now 
under construction in the old Chev- | 
rolet parts building at 220 W. 57th 
St., New York. These studios, rival- 
ing those of the major networks in 
size and quality of equipment, will 
house the bulk of the activities of 
the OWI overseas branch headed by 
playwright Robert E. Sherwood. 


WRUL in Controversy 


The 10 short wave stations leased 
by the government include WCRC, 
WCBX, WCDA of the Columbia 
| Broadcasting System; WLWO, Cros- 
Corporation, Cincinnati, 
has been programmed by the gov-| 


| ernment for some time; KGEI, San | 
| Francisco, and WGEO and WGEA, 


Schenectady, General Electric Com- 


pany; WRCA and WNBI, New York, | penditures made as a public service 


National Broadcasting Company; 
|}and WBOS, Boston, Westinghouse 
Radio Stations, Inc. Still under pri- 
|; vate control until a controversy 
| over lease terms is settled is WRUL, 
Boston, operated by the World Wide 
Broadcasting Corporation. Walter 
S. Lemmon, former naval officer 
|}and majority stockholder of this 
station, refused to sign the leasing 
contract proposed by the govern- 
|}ment last weekend, stating that no 
provision had been made to safe- 
guard “the tremendous audiences 
WRUL has already built up in all 
parts of Europe.” Mr. Lemmon’s 
|explanation was termed “not accu- 
rate” in a reply by Murry Brophy 
of the Office of War Information. 
The government answer, isssued 
jointly by the two agencies involved, 
stated flatly that the controversy 
involved payment for the WRUL 
facilities. ‘“All contracts with short 
wave broadcasters have been on a 
cost basis,” it said. “In the opinion 
of the OWI, the COIAA and the 
Federal Communications Commis- 
'sion, the sum demanded by Mr. 
|Lemmon from the 


stantial annual profit. In all cases, 
except that of WRUL, there has 
been full agreement between the 
government agencies and the pri- 
vate companies as to what consti- 
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Celebrating its 125th anniversary, the 
Bank of Montreal last week ran this 
unusual copy in Canadian dailies. The 


| seven-column display advertisement is 


flanked on both sides by reader-style 

copy listing the bank's historical events. 

Financial Advertising Co. of Canada is 
the agency. 


which | 


government 
| would give the corporation a sub-| 


tutes a fair price. WRUL has fo 
some time past been receiving 
subsidy from the United States gov 
ernment.” 


Little Foreign Activity 


Completion of the leasing ar 
rangements actually relieved ths 
license holders of large annual ex 


for which there has been little pros- 
pect of any return. Although CBS, 
NBC, Westinghouse and Crosley 
have all announced elaborate plan 
for Latin American networks, and 
begun operations on a limited scale 
in the last few years, there has been 
little advertising revenue forthcom- 
ing. These companies, providing 
only engineering and other oper- 
ating personnel under the lease 
terms, will continue to cooperate 
with the government agencies on a 
portion of the programming. 


Suspends Sunday Issue 


The Times, Portsmouth, O., has 
announced suspension of its Sunday 
issue, published since 1919, because 
of the “complications of present 
wartime business conditions.” With 
the exception of color comics, most 
of the Sunday news features will be 
moved to weekday editions. Effec- 


| tive Nov. 9, single copy price of the 


daily is being increased from three 
to four cents. 


Rea Advanced 


Fred W. Rea, advertising and 
sales promotion manager of the 
floor covering department of The 
Paraffine Companies, Inc., San 
Francisco, has been appointed man- 
ager of public and industrial rela- 
tions. 


‘No Other Magazine Published can Match 
True Story’s (3 ADVANTAGES! 


| HEAR THE SMITHS ARE LETTING vi 
THEIR MAID GO... THOSE NEW TAXES 
AND HIGH LIVING COSTS HAVE 


PRACTICALLY CUT THEIR r 
INCOME Nn! 
: jo 


ail 


You Won't Find True Story, except in 
rare cases, in tax-cramped, white col- 
lar families like this. 


ISN'T IT GRAND, MRS. WILSON, THAT 
OUR MEN FOLK ARE DOING SO WELL | 
AT THE PLANT...WEVE BEEN ABLE 
TO AFFORD SO MANY THINGS x 
WE COULDN'T BEFORE! p— 


You Will Find True Story in the hom 
of Wage Earners —the families » 
get 69¢ of every war dollar. 


| magazine published...at! 
other leading magazines... 


. Highest Ad Readership 

. Most Families per Dollar 

. Read Most Thoroughly 

. Least Duplicated Audience 
. Moves with the Payrolls 


Qusewn 


1. True Story reaches more Wage Earners than any other 
» the cost of the average of the 1! 
far less cost than any single one! 


PLUS 5 OTHER “EXCLUSIVES” 


/ gant OF ‘wy i pe 
is - / 


| Edited for Wage Earners—the families who get 69¢ of every war dollat! 
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uastiow: Who would lemow whide i 


i 
COPYRIGHT BY HARRIS &@ EWING 
MALCOLM W. BINGAY, Editorial Director, the 
Detroit Free Press: “The only magazine I 
read through from ‘kiver to kiver’ is TIME. 
It gives me a complete summing of the 


Qwarieas mort imbortout 


POST STAFF PHOTO 
ALEXANDER F. JONES, Managing Editor, The 
Washington Post: “I read Time with a jeal- 
ous eye to see what you are doing and what 
we, in our haste, have overlooked.” 


HARRIS TRG ees TELEGRAPH 


me 
A Newspave® For the Ho 


A. H. STACKPOLE, Editor-in-chief, Harris- 
burg Telegraph: “I know of no other pub- 
lication in the country, or really in the 
world, so alive to an intelligent interpreta- 


ASSOCIATED PRESS PHOTO 
WILLIAM ALLEN WHITE, The Emporia Gazette: 
“After the daily barrage and consequent 
confusion of the week's news, I and many 
editors use TIME to mop up, count gains, 


news of the week. Reading, I have a feeling 
that I am talking to a group of wise re- 
porters after edition time.” 


tion of the international picture.” 


illuminate and consolidate the truth that 
rises out of 10.000 often irrelevant but 
sometimes deeply significant facts.” 


Newspaper editors vote for 
TIME...almost 3 to | 


N? MAN in America is a shrewder judge of 
the trends of public opinion in his own com- 
munity than the editor of the daily newspaper. 


There are 1652 such men in the United States. 
Together they constitute the bluest of blue rib- 
bon juries on any question in the public opinion 
field. And what do they say about the magazines 
most important to them and to Americans and to 


the American way of life? 


The answer is an old story—again proved true 
two months ago. In 1938, Editor & Publisher 
queried 850 editors, managing editors, and pub- 
lishers on their magazine preferences. They said, 
“TIME is the magazine we read with greatest in- 
terest, the one most useful to us in our work, the 


one in which we have the most confidence.” 


And in August of this year, Carsen Associates 
wrote to the editors of all daily newspapers in 


the United States, asking just one question: 


“What do you consider the most important 


magazine published in the U.S. today?” 


Replies came in from 585. And TIME led the list 
by a wide margin, almost 3 to 1 over the nearest 


contender that carries advertising. 


Shouldn't the magazine given top position by these 
top-rank observers have the same position on your 
advertising lists—shouldn’t it be your first-choice 
magazine, the magazine through which you talk to 
America’s most important million families? 


Watch the returns 


from all these Key Groups! 


EVIDENCE PREVIOUSLY SUBMITTED 
Corporation officers and directors 
(Time, 3 to 1) 


EVIDENCE HEREWITH 
Newspaper editors 
(TIME, almost 3 to 1) 


COMING! 


Radio commentators 

Men and women in Who's Who 

College presidents 

Members of Congress 

Newspaper columnists 

Members of the American Medical Association 
School principals 

Mayors 


Contributors to the Encyclopedia Britannica 
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November 9, 1942 


Forecasts Further 
Drop in Canada's 
Advertising 


But Prospect Isn't 
Alarming, Atkins 
Tells Media Groups | 


} 

Ottawa, Ont. Nov. 4—“The| 
course of events, so far as the trend | 
can be seen, will almost inevitably 
result in further reductions in the} 
volume of advertising—not only be- 
cause selling itself will be reduced, 
but also because advertising (di- 
rectly or indirectly) is a not incon- 
siderable user of scarce materials 
and labor,’ John Atkins, adminis- | 
trator of the publishing, printing 
and allied industries under Canada’s 
price ceiling operations, has declared 
in an official answer to a number | 
of questions put to him by Do- 
minion advertising interests. He 
added, “This cannot be a pleasing 
prospect, but neither should it be 
an alarming one, provided it is faced | 
with intelligent ingenuity and fore- 
sight.” 

Mr. Atkins’ statement was made 
in reply to a number of questions | 
put to him by the Canadian Daily | 
Newspapers Association, the Cana- | 
dian National Newspapers § and | 
Periodicals Association, and the} 
Canadian Weekly Newspapers Asso- | 
ciation. 


Try to Avoid Criticism 


“The representations made by the | 
publishers’ associations clearly indi- | 
cate that advertisers in general are 
aware of the increasing shortage of | 
labor, power, transportation and | 
other commodities and services re- 
quired for the war effort, and that, 
while they naturally wish to con- | 
tinue all legitimate methods of | 
selling available goods, they do not 
wish to incur criticism for stimu- | 


1 


lating demand if such action is| 
prejudicial to the war effort,” he | 
said. “They indicate also a realiza- 


tion that advertising itself is a sub- 
stantial consumer of labor, news- 
print, electric power and_ other 
goods and services likely to be in 
short supply. 

“Until peacetime conditions are 
restored advertising will have to 
accomplish many strange, unfore- 
seen and difficult tasks. Already in 
many cases, it has been called upon 
to reverse its usual appeal. In addi- 


wartime mre 
> frequently helps | 
| to increase . observance of restrictive | 
| measures by advertising to the re- 
In many cases this advertis- | 
| ing interprets the official language 
promulgations 


——- and other 


pote the retailer 
in making explanations to his cus- | 
Friendly warnings and ad- 


effective in producing good-humored 
| acquiescence on the part of the pub- 


whose plants are now 
work perform a great public 
| service by advertising ways of mak- 
old products last longer, 


economical uses or 


“One of the functions of advertis- 
ing which will increase as war pro- 
| duction demands more and more of 
|our available materials, is the edu- 
cation of the public in respect of 
alternatives and substitute ingredi- 


ents. This is already being done in| 
can actually use| the food field, where the publica- 


tion of recipes and kitchen hints 


| has been an aid to sugar rationing. 
;|The introduction of new products 
| which eliminate the use of rubber 


and metals, ranging from insulating 
wire to wooden toys, is also being 
accomplished by advertising of the 
educational sort. 


Urge Thrifty Practices 


“The prevention of waste in a) 


wartime economy is one of the 
many problems which advertising 
may help to solve. Manufacturers, 


retailers and others can do 


they have done 
great deal to educate both industry 
and the public by suggesting econo- 


against waste; 


materials for 


question of wrapping and packaging 


manufacturers to introduce new and 
more economical packages. 
tising to explain the need for such 
changes and the economies effected 
may help to maintain good relations 
manufacturers, i 
and customers. 


packed in glass or tin are now ap- 
pearing in paper containers. Jam 
and soups may soon follow suit 
The discontinuation of small - size 
packages is another method of sav- 
ing packaging materials, and in 


|some cases double-size packages ar« 
| being put on the market with the 
|same end in view. 

“Due to shortages of metal, chem- | 
icals and other 


“In the future there will presum- 
ably be scope for retail advertising; 
to clarify simplification of lines an 
sizes in the range of many con 
modities, and, in the case of wearin; 
apparel, the facts behind the reduc 


‘tion or elimination of unessenti 
frills. 


Aimed at Dealers 


“Some manufacturers are tryi: 


pork and/to maintain their dealer organiz 
beans and other products formerly | tions by advertising which is aimed 


tion to advising the public to spend, 
to choose, to buy, much advertising 


is now employed in urging everyone | 


| 


to save, to restrict choice, to put off | 
some purchasing for the duration. 
Advertising is performing qulaicty | 
the new task of informing buyers 
how they may adapt their daily 


buying to the simpler standards of | 


living which must be accepted. 


“Friendly Warnings” 


“In the case of actual shortages, | 


and in respect of reduced deliveries, 


wrapping conservation, rationing, | 
| 


95.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 
combined with the nation's highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! 


*Radio Daily April 10, 1942 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 
' _ Corporation 
Member of NBC and New England 


_— Regional Network 
Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 
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ADVERTISING AGE 


to educate and direct the public in 
the matters of spare parts, repair 
service and other means of conserv- 
ng existing goods. 
“In a period when war needs have 
-ithdrawn so many goods and serv- 
es from civilian use, advertising 


ay be used by many manufactur- | 


ers and retailers to maintain their 
eputation, trade marks and their 
assets of good will, so as to be ready 


for the swing back to civilian pro- | 


mitted, then it is permissible to sell 
them, subject to any restrictions 
that may have to be imposed from 
time to time. Normal advertising 
when it serves to sell goods or serv- 
ices in reasonable quantities in a 
manner consistent with wartime 
regulations or promotes war objec- 
tives, is quite in order. 


Lists Actual Ways 


There are many ways in which 


rumors or temporary shortages. 

(c) Interpreting priority or sim- 
plified practice rulings by giving 
reasons for rationing, limitations of 
supply, reduced deliveries or other 
curtailments of service. 

(d) Guiding the buying 
quickly to available 
goods or other goods in 
supply. 

(2) Can advertisers advertise or 
not? 


public 
perishable 
plentiful 


prices. Excessive playing up ol 
alleged bargain prices, the principal 
result of which is to encourage 
unnecessary expenditures, is not de- 
sirable. 

They should not advertise that 
any article is “Short in supply”; 
“The last you will be able to buy”; 
“One that you had better stock up 
on”. They should never suggest that 
customers should buy in larger than 
normal quantities. 


duction after the war,” Mr. Atkins | advertising may contribute to the Answer: They can. (4) How much can they adver- 
said. stabilization of business and the (3) Can they advertise compara- tise? 
The administrator offered official | economical distribution of goods and tive prices as long as they are not Answer: As much as they may 


answers to five specific questions put | services. 
him by the associations. They 


dealing with commodities that are 
of the|at a premium or in no manne: 


A few of such ways are: 
(a) Informing customers 


deem necessary to the proper con- 
duct of their business, within the 


are: effect of government regulations | creating confusion of the war effort? income tax regulations. Jake ry 
(1) Should advertisers advertise | upon purchasing. Answer: Yes, for example, in (5) How much should they ad- ined yw & pet ge we 
or not? (b) Giving current information order to move perishable, out-of- | vertise? = a. as : 
Answer: If the production of regarding available goods to prevent), season stock or broken ranges of Answer: As much as may be! =<. } : — 


particular goods or services is per- panic buying or hoarding due to their ALGOMA STEEL CORPORATION LIMITED 


stock, which are offered at special required to sell goods and 


Unity of the North American continent 
is stressed in full-page copy placed in 
support of Canada's third victory loan 
campaign by Algoma Steel Corp., in 
dailies and business and financial papers. 
Cockfield, Brown & Co. is the agency. 


services and to maintain good will, 
Within government regulations. 


KQW Inaugurates Service 

Inaugurating a new service to 
advertisers, KQW, the CBS outlet 
for San Francisco-Oakland and the 
Bay area, has issued the first of new 
quarterly bulletins to the drug, 
tobacco and grocery fields listing 
all products advertised over KQW, 
together with the name of the ad- 
vertiser, and complete’ broadcast 
identification. Bulletins have been 
mailed to 1,000 leading wholesalers, 
jobbers, distributors and retailers in 
the drug, tobacco and grocery fields 
in the entire KQW area. 


Freed Radio to Keep 
‘Present Schedule 


Despite curtailment of civilian 
production, Freed Radio Corpora- 
tion, New York, will continue its 

— newspaper advertising sche > 
« frat foe of Gimtee I } # d rtising chedule in 
chee TE . mom conan = : : several major markets for the dura- 
i ste Be Ng nme . 


Sool, Few 
te exin. the boys voted ee 
0 ee ie canqeste sel 


tion, according to 
vice-president. 

Although the Freed plant is now 
devoted solely to war production, 
its present advertising schedule will 
| be maintained to create business for 
dealers who will have a moderate 
| stock on hand and to keep the trade 
name alive. 


paneast sroee Arthur Freed, 


Two Join Ketchum 
Robert C. Alberts, formerly edi- 


Put this Live Reader Interest 


tor of the Bulletin-Index, Pitts- 

| burgh news magazine, has been 

0 or or ou named associate director of pub- 
. 


licity for Ketchum, MacLeod & 
Grove, Pittsburgh agency. William 
F. Valentin, formerly with Graves 
Taylor and Associates, Cleveland 
public relations organization, has 
been named an associate in the 
agency's publicity department. 


How can you get your goods featured in department store news- 
paper advertising and display? First, tie them up to a smart 
selling idea. Then, present your idea through the pages of the 
publication that has lire reader interest everywhere in the 
department store field (as did the DSE editors through their 
’ own publication). 


Doremus Shifts Two 


Ronald C. Brindley has_ been 
appointed manager of the San 
Francisco office of Doremus & Co. 
He has been affiliated with the com- 
pany for the past 12 years. Henry 
W. Grady, vice-president in charge 
of the San Francisco office for the 
past 14 years, has been transferred 
to Boston, where he will be in 
charge of the commercial division. 


Then you'll get action. You'll reach the advertising manager 
himself. And you'll reach the buyers, the training director, the 
display and merchandise managers, and other top executives. 
You can get them all on your side — the entire department 
store management team — by telling your story through the 


Official Christmas Gi 
ift Quiz R 
DEPARTMENT STORE a 


Articles Service Men Really Desire 
rvice Men's Counter H 


one publication they all read, 
ECONOMIST. 


If you sell equipment and operating supplies for stores, 


If it’s 


. of the U Ken at the he 
remember that department store purchases of these goods are 1000 evi NW York Cay Gy me 
: | Sree etes COVERAGE 
enormous. Get a foothold here, and you make big repeat sales . . . and acceptable piles f* 0% Practical 
. . following tom home The 


tems, ¢ 
are to be found aken from the 


plus extra sales to the thousands who follow the lead of the big ir, found at our Fier Fete | ; a 
eee 
Stores. Mandy Sewing Kit 
4 ° . Shee Be Fackage of Good Ear 51, S129, a2 3 O wa 
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The Register blankets Great- 
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How’s Your Distribution? | 


the 


has 


One angle of distribution 
situation which probably not 
received sufficient emphasis is the 
fact that merchants in practically 
all lines are hungry for 
which they can stock and sell with 
the assurance that supplies. will 
continue to be available for some 
time to come. In other words, the 
manufacturer who is in the fortu- 
nate position of being able to make 
and deliver products for general 


products 


fuel shortages. This product can 
be manufactured and distributed in 
volume, and is the sort of thing 
which the government is anxious to | 
promote as a means of alleviating 
possible difficulties this winter. 

As soon as the product was put on 
the market, it was offered to many 
retailers in fields in which this com- 
pany had not been previously rep- 
resented. Hardware and depart- 
ment stores, never previously asked 


thy \ 
has/ 


York Herald Tribune 


Ad-libbing 


The Missing Patient has inaugurated in one of its largest 

Just to preve that you can look | factories. The idea is that workers 
awfully wrong when you're per- will have a greater interest in what 
fectly right, Monsanto Chemical|they’re doing if they get a chance 
Company points to the scores of let- | to see just how their own work is 
ters which it is receiving as a result coordinated into the production of 
of the color-page reproduced here | the whole plant. So in this plant 
which ran recently in a number of |e€ach of the thousands of employes 
magazines. The general tenor of| Will tour the entire factory to see 
these letters is: “Yaa, you can’t kid| how a Cyclone engine is made and 


New 


consumption can create or improve|to stock the products of this com- 
distribution facilities much more| pany, showed immediate interest, 
rapidly and at smaller cost than|and some large stores began buy- 
ever before. |ing in carload lots. In a time 

The company with a new product! short as to seem remarkable com- 
to offer is finding that there is not| pared with previous experience in| 
only little resistance on the part of| getting national distribution, 


so | 


this | 
dealers, but that it is able to pick} product was on sale in practically | 


and choose its retail outlets, and | 
thus set up a distribution pattern | 
which formerly would have been 
regarded as nothing short of mir- 
aculous. And the house which has 
had difficulty in establishing the 
best type of distribution is now in 
a position to revamp its dealer or- 
ganization, to strengthen weak spots 
and to obtain representation in key 
markets which may have been 
closed to it heretofore. 

A leading manufacturer of build- 
ing materials recently brought out a 
new product which will improve 
the insulation qualities of homes 
and thus contribute directly to the 
solution of the problems caused by | 


all leading markets, and dealers are 
showing enthusiasm which is re- 
freshing. 

All of this is due to severe short- 
ages of merchandise in many lines, 
and is therefore a war phenomenon. 
But it is safe to say that manufac- 
turers who are able to use the cur- 
rent period as a means of improving 
their distribution facilities will be 
able to hold their gains after the 
war is over. Now is the ideal time 


to make sure that distribution is| 
equitable, balanced and _ efficient, 
and that available goods move 


through channels best suited to re- 
quirements of producer and con- 
sumer. 


Advertising Is a Privilege 


We recently received a three- | 
page letter from an important mail- 
order advertiser, who spends | 
approximately $300,000 a year, com- | 


and transmission of advertising 
messages to the public. Can they 
be justified on the ground of the 
general welfare, as well as the com- 


us; there’s no patient on that op- | 
erating table in the picture. Where's | 
his head?” 

Monsanto points out that it is 
standard Army surgical procedure, 
in all abdominal operations, to 


- 


i Nm, 


Yctory AT PEARL HARBOR 


| | 


a 
| Monsavto 


ne CHEMICAIS 
ud 


shield the patient’s head in an anes- | 
thesia tent, and advances the fol-| 
lowing facts to prove the authentic- 
ity of the picture: 

Every detail of the operative pro- 
cedure technically correct be- 
cause: 

1. The “models” are actual Army 
doctors and nurse. 


is 


plaining because his copy had been| mercial interests of the individual | 2. The picture was made in the 


rejected by a number of important | 
media. He believes his advertising | 
is entirely legitimate, and that it | 
should be accepted by any medium | 
to which he sees fit to send an order. | 
Enough disagree with him to make 
their attitude a problem, to which} 
he is giving considerable time and | 
attention. To him advertising is a 
precious privilege. 

Any advertiser who makes a 
business success through the use of | 
advertising facilities has reason to 
feel aggrieved if these facilities for | 
any reason are closed to him. The 
corollary of this obvious fact is that 
advertisers who enjoy the privilege 
of advertising and the unrestricted 
use of media and the mails have a 
responsibility, especially in war 
time, of justifying the expenditures 
of human energy and essential ma- 
terials involved in the production 


advertiser? If not, the advertiser's 
privilege to advertise may one day 
be placed in jeopardy. 

Most advertisers appreciate the 
responsibilities which accompany 
the privilege accorded them in the 
use of all the facilities of mass 
communication grouped under the 
name of advertising. They realize 
that their advertising can make an 
important contribution to the coun- 
try, through the dissemination of 
useful information about products, 
through cooperation with the gov- 
ernment in one or more of its pro- 
motion efforts, or through giving a 
lift to civilian morale and enthusi- 
asm. They realize that only through 
the best possible use of advertising 
in today’s emergency can _ they 
justify fully their participation in 
the use of the vital communications 
system of advertising. 


Army hospital at Camp Grant, IIL., 
with the full technical assistance of 
the staff. 

3. Before engravings were made, 
the completed picture was checked 
with officials of the American Med- 
ical Association for accuracy. 

4. Peter Geist III, art director on 
the Monsanto account for Gardner 
Advertising Company, testifies that 
a man was not only under the sheet 
when the picture was made, but 
perspired there for three and one- 
half hours while the photographing 
was being done on a hot August 
day. 

Perhaps this incident helps to ex- 
plain why surrealism seems to be 
growing more popular in advertis- 
ing illustration. 


Factory Tours 

What sounds like a smart idea in 
employe morale building is the 
“workers’ factory tour” which 
Wright Aeronautical Corporation 


4 
pag 
‘er 

= 


| figures ('? 
/attention to footnotes in text. “Most | 


tested. Each day a hundred or so 
workers will inspect the various de- 
partments, the foundries, the shops, 
the assembly divisions and the test 
cells, and in addition will partici- 
pate in conferences with company 


|executives and visits to the em-| 
ployes’ instruction school. Each 
employe tour will consume about | 


| 
four hours, on company time, and | 


|after it’s completed each employe 
should know 
| job and its importance in aircraft | 


more about his own} 


production as a whole than he has | 
ever known before. 


Abolitionists 

The spritely “Iron Age Jr.,” house 
organ of The Iron Age, is starting a 
crusade with which we are heartily 
in favor. It would abolish the tiny | 
*) which are used to call 


of the time,” says Junior, “we run 
right over the figures when reading 
the page and when we get to the 
bottom and see the footnotes we go 
back and try to locate the figure. 
We are rarely successful, and thus 
our flock of frustrations grows. 

“Or if we do spot the figure as we 
read the page, we jump to the foot- 
note, and then have trouble in find- 
ing where we left off reading. In 
the interests of the streamlined 
transfer of ideas from printed page 
to cerebrum, we are going to start 
a society for the abolishing of foot- 
notes. What is now in the footnotes 
can be put in brackets right up in 
the text. If there are reasons why 


this isn’t feasible, we are not in- 
terested.” 
Jottings 

Fruehauf Trailer Company re- 


cently ran an employe contest for | 
a slogan to epitomize the company’s 
war effort. Winner: “There’s no 
ceiling on effort!” ... 

They're even turning to verse in| 
Washington in an effort to lure in| 
domestic help. Recent sample, sup- 
plied by Paul H. Bolton, ex-adman | 
now with ODT: 

If you need us as we need you, 

This is all you have to do 


For $15 once a week 
Just keep your eyes on children 
sweet 


A pleasant room and private bath 

Georgetown, 15 minutes down the 
path. 

Come now, friend! Get on the go, 

Call Elmwood 710. 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agenc: 
executive writing on his business 
letterhead. 


No. 2070. Questions and Answer 


The St. Louis Globe-Democrat ha 

issued this booklet, giving, through 
the question and answer technique, 
pertinent facts about the news- 
paper’s monthly food sales report, 
| which shows the number and pack- 
|age sizes of various food products 
sold in the St. Louis metropolitan 
_area during the previous four-week 
| period. The booklet shows how th: 
| information is obtained, what classi- 
|fications of food products ar 
| studied, and what the report mean 
to the manufacturer. 


|No. 2071. The Process Industries. 


| Facts on the process industries— 
|chemical process and food manu- 
| facturing — are given in this bro- 
|chure, which has been issued by 
Putman Publishing Company. It 
| describes Chemical Equipment Pre- 
view and Food Equipment Preview 
| from A to Z, with information about 
their format, mechanical require- 
ments, rates, circulation method 
used, readership and other details. 
A section on the potentialities of the 
process industries in war and afte: 
the war contains a chart showing 
167 years of ups and downs ot 
American business, and the effect of 
war on business trends. 


No. 2072. Newspaper Readership. 
The San Francisco Chronicle ha; 


issued this booklet, which shows 
the newspaper reading habits of 
business executives in the San 


Francisco - Oakland 
market. 

No. 2073. McCann Pure Food Hour. 
| oA 17-year history of the Alfred 
McCann’s Pure Food Hour series is 
contained in a new booklet issued 
by Station WOR. It includes num- 
erous testimonials of sponsors. 


No. 2074. 
tisers. 
The Katz Agency has issued this 


metropolitan 


Farm Facts for Adver- 


| study, which maps the agricultural 


regions of the country with their 
principal crops, shows the sources 
of cash farm income, and tabulates, 
state by state, farm market data 
from the 1940 census. 
No. 2075. There Will Always Be a 
Hardware Store. 
Hardware Age has issued this 
booklet, which discusses the war- 
time position of the hardware re- 


tailer and includes a report on 
wholesalers’ inventories. It con- 
cludes that hardware stores will 


fare favorably when retail mortal- 
ity figures are tallied, and gives the 
reasons. 


No. 2019. What of Business in 
Total War?—A Lesson from 
Britain. 


The Christian Science Monitor 
has issued this collection of typical 
British advertising placed in this 


newspaper during the period of 
England’s heaviest air raids—De- 
cember, 1940, and January, 1941. 
The story running through the 
brochure includes a news sequence 
of the period, analyzes the attitude 
of the British people and points out 
the lessons to be learned from Prit- 
ish business as an example of «ur- 
vival in rapidly changing war con- 
ditions. 

No. 2053. Mr. Hooper Tours 4 

Blanket. 

The Hooper “tour” reportec in 
this brochure, issued by WJR, Ve- 
troit, sought to learn the degree of 
penetration needed to take a ime- 
dium out of the cover-a-market 
class to the blanket-a-market © 455 
Maps and charts of listening indexes 
provide a thorough analysis of the 


station’s blanketage. 
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ADVERTISING AGE 


State Officials, 
Plane Plant Bid 
for New Workers 


Lansing, Mich., Nov. 
State of Michigan has 


3.—The 
turned to 


advertising in its search for per- 
sonnel for state institutions and 
other state jobs, and is meeting 


| 


with considerable success, the Civil 
Service Commission said here today. | 

Thomas J. Wilson, civil service 
director, said classified advertising 
placed in Grand Rapids and Jackson 
newspapers as an experiment drew 
“quite a few” applicants for jobs 
as attendant nurses, kitchen help- | 
ers and cooks at state institutions. 

“We wanted to make it as easy 
as possible for people to apply,” 
Mr. Wilson said, “because of the 
trouble we have been having getting 
applicants for those and _ similar 
jobs. We sent interviewers out to 
see every applicant, and made a 
point of getting their reactions to 
state pay scales and similar mat- 
ters.” 

Arthur Rasch, administrative 
head, said: “We probably will do 
more advertising in the future. This 
experiment showed us definitely 
that there are people willing to 
take state employment, but we 
know now we have to carry our 
story to the people rather than wait 
for them to come to us. We've got 
to go right into the labor market 
and bid for help.” 

Charles F. Wagg, secretary of the | 
Michigan Hospital Commission, said | 
his agency had advertised for help 
in the newspapers of communities | 
in which its institutions are located. 
but apparently had exhausted the 
supply of available labor in those 
areas. 


SEEKS AIR WORKERS 
San Francisco, Nov. 3.—News- 
papers, radio, outdoor advertising 
and car cards will be used by North 
American Aviation, Inc., Inglewood, 
soon to build up employment rolls 
for its southern California plant. 
The campaign, concentrated 


in 


the Los Angeles metropolitan area, | 


will be aimed at persons not now 
employed, including women and 
men who are unlikely to be called 
by selective service authorities. 
Prospects will be told that North 
American employes earn while they 
learn how to do jobs vital to the 
war effort. The company manufac- 
tures the B-25 bomber, first plane 
to bomb Tokio, the Mustang and 
other famous aircraft, and has been 
awarded the Army-Navy “E” pen- 


nant for an outstanding production 
record. 

Batten, Barton, Durstine & Os- 
born is preparing the special cam- 
paign. 


In NIAA Drive 


Lansing Moore, vice-president of 
Holden, Stedman & Moore, Detroit 
agency, has been named head of the 
industrial training division of the 
National Industrial Advertisers As- 
sociation’s victory promotions plan. 


Schouman Named Editor 


Fred Schouman, public relations 
director of the Detroit Office of 
Civilian Defense, has been named 
editor of “The Volunteer,” monthly 
tabloid being sent to all OCD work- 
ers. 


Stores to Launch 
Silk Hosiery 
Salvage Drive 


New York, Nov. 4.—Department 
stores throughout the country have 
been asked by the National Retail 
Dry Goods Association to assist in a 
nationwide program to salvage used 
silk stockings to make powder bags 
for use by the Army in big guns. 
Only silk will burn instantaneously 
and leave no ash that might cause a 
premature explosion on the next 
loading of the gun. 


Retailers were urged to promote 


this drive in newspapers and over 


the air, as well as through point- | 


of-sale displays. All stockings col- 


lected will be shipped to the De- 
fense Supplies Corporation, Green 
Island, N. Y., and thence to a New 
England dye plant. There, by a 
special dye process, the silk threads 
will be separated from other fibers 
and reclaimed for powder bags. The 
other fibers will be used for other 
military purposes. 

Several government agencies have 
prepared publicity releases for 
newspapers and magazines but no 
advertising program has been 
worked out as yet by the retail asso- 
ciation. 
vidual stores. 

Resigns Account 
MacKenzie, Inc., Minneapolis, has 


resigned as agency for Esscolloid 
Company, Minneapolis. 


That has been left to indi- 


{papers and spot radio will be used. 


KFRC Has Regular 


Woman Newscaster 


Station KFRC, San _ Francisco, 
claims a radio “first” with its regu- 
larly sponsored woman newscaster, 
Ruth Anderson. Miss Anderson, 
known on the air as “Connie Mof- 
fatt,” is heard on the “Last Minute 
News” program Mondays through 


| Saturdays from 8:30 to 8:40 a. m. 


The program is sponsored by 
O'Connor Moffatt & Co., department 
store. Ruthrauff & Ryan, San Fran- 
cisco, is the agency. 

Salzman Gets Account 

H. A. Salzman, Inc., New York, 
has been appointed to handle adver- 
tising for Perfect Packed Products, 
Long Island City, packer of Colonial 
brand pickles and relishes. News- 


KAUFMANN FABRY 


#25 S. WABASH AVE. CHICAGO 


Women Readers 


07 
c 


Rate per M Readers... 


959 


greatest numerical (as well as 
percentage) coverage in the 
A and B economic levels — with 


ah. 


Good 


in 


A and B Groups.. 3,850,000 
_ of Total Readers.. 47.5 
& W Page Rate.. $6,300 


$1.64 


EiGuHtTH 


in the combined A & B groups. 


. Housekeeping 


What service magazine gives you the 


lowest cost as a plus value? 


Elmo Roper’s recent study on “How Many 
Women Read the Service Magazines” shows 


these comparisons, for women "15 and over”, 


Ladies’ Home 
Journal 


3,800,000 


McCall's 


3,550,000 
44.2 44.4 


$9,200 $8,200 


$2.42 $2.31 


Good Housekeeping 


AVENUE ° 


NEW YOR 


Woman's Home 
Companion 


2,800,000 


39.2 
$8,550 


$3.05 
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VITAMIN B VALUE 


Science DiscoversVitaminB, Necessary 
Tol elp ‘ransform v Into E:nergy 


2g, 


Yet OF The Milions Whe Rely Upon Bread For a) 
~~ 35S OF Their Daily Exergy -3 Out Of 4 Fail Go | 
TEST To Get Engh Vem BUS. Oils Sap | 814 


1 i 


Goveremeat Leshs To The Wires Aad 
Metter (# Noten To Gove Thow 
Famalnes The Raght Kad OF Fant 


The vitamin B, content of Wonder bread 
is played up in the new Continental 
Baking Co. campaign using dailies in 98 
markets. Ted Bates, Inc., is the agency. 


Group Appointed 
fo Study Retail 


Store Problems 


WPB Spokesmen Deny 
That Concentration 
Policy Is Near 


Washington, D. C., Nov. 3.—Con- 
centration of retail outlets to con- 
serve manpower —a_ policy which 
WPB Chairman Donald M. Nelson 
has steadfastly opposed—moved a 
step nearer reality this week as a 


special subcommittee was named to 


study the subject. 

The committee, headed by D. J. 
Duncan, Northwestern University 
economist, was named by Joseph L. 
Weiner, deputy director of the Of- 
fice of Civilian Supply, which is 
headed by Price Administrator Leon 
Henderson but subject to general 
direction from Mr. Nelson. 

WPB spokesmen, although admit- 
ting formation of the committee, in- 
sisted that its responsibility was 
solely one of surveying the factors 
involved, and that no definite policy 
of retail concentration was in the 
offing. 

Mr. Nelson, in testimony before 
the Senate small business com- 
mittee, and in answer to queries by 
ADVERTISING AGE, has repeatedly 
stated in recent months that he does 
not believe that any forced con- 
centration of retail outlets will be 
necessary in months to come. He 
has emphasized, rather, the neces- 
sity for legislation to permit orderly 
liquidation of retailers forced out 
of business by shortages of goods 
and other wartime problems, and to 
facilitate their return in a postwar 
economy. He also termed “without 
foundation” reports that food out- 


\leased by voluntary withdrawals 


lets would be reduced in number Simler to Andrews | Aa the Army air forces and reported 
men in e 


“7 Sve Coe. = W. E. Simler has joined Phillip | 
The Department of Commerce Andrews Company, New York, ute | 


for duty at Monterey, Cal. 
Joseph Spadea, western manage) 


has estimated that more than 300,-|lisher of Air News and Air Tech. | Armed Forces for Joseph Hershey McGillvra, 


000 retail outlets will disappear and Mr. Simler, who formerly was with | 


that a million workers will be re- | Crowell-Collier Publishing Com-) 


> . - ¢ , Ss P y s ot , + > - ~ ° . 
due to shortages of goods during the jn, Corporation, will become one of 
coming year. Curves projected by the advertising department execu- 
department economists indicate that tives. 


sales in the fourth quarter of 1943 ——— cisco. 


radio station representative, has en- 
listed in the Army air forces as . 


pany and more recently was vice- Arthur Dart, editor of Shell Oil) -adio mechanic. 

president of U. S. Camera Publish- |Company’s magazine, “Progress,” David J. Mann, advertising rep- 
has enlisted in the Army air forces | resentative of Field & Stream, New 
ground crew service at San Fran-| york, has resigned to join the 
He had celebrated his 19th | armed forces. 


year with Shell the day before en- Alfred J. Houghton, for the pas: 


will fall at least 22% behind this age « 
fall’s record levels. AEAA Elects Otto listing. 


five years eastern representative o 


These “natural” curtailments will, Robert Otto, vice-president of) Arthur Mott, space buyer for Case - Sheppard - Mann Publishin; 
fall most heavily among hard goods, Export Advertising Agency, Chi- Lord & Thomas, San Francisco, has | Corporation, New York, has bee: 


as reported in ADVERTISING AGE, 28° a Pes enlisted 
Nov. 2. Present estimates for 1943 emt of the Association of Export) ground crew service, and has been | the Army sanitary corps and is as 


in the Army air forces| commissioned a first lieutenant i: 


civilian production are based on Advertising Agencies. Thomas M. assigned to Mather Field, Cal. signed to Carlisle Barracks, P: 


bene Quinn, executive vice-president of 
using only 1%% of the steel and . 7 PNe 


cording to Mr. Henderson. of the association. 


Irwin Vladimir & Co.. New York Art Artlett, advertising assistant, William J. Gibson, formerly adver 
*4% of the copper used in 1941, ac- will continue to serve as president Tide Water Associated Oil Com- tising manager of Diesel Power an 
pany, San Francisco, has enlisted in' Diesel Transportation, returned t 
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From the outside, this fortress looks like any com- 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


fortable suburban home. Except for a flag whipping 
in the brisk autumn breeze, nothing visible connects 
it with the war. 

But on the inside you see the secret of America’s 
fighting strength. You see it in the faces of the people 
there. 


It shines from the eyes of the husband, wife, even 
the young son and daughter . . . a look of alertness 
and calm self reliance, a grim determination akin to 


that of soldiers going into battle. 


For this quiet Scarsdale group has discovered, like 
scores of others in the same New York suburb and 
millions throughout suburban America—that the 
home is the fortress for which American men march 
forth to fight . . . that it is the fortress in which 1s 
housed the spiritual strength of our Nation. . . that 
it must be maintained at all costs. 


It is this kind of patriotic, purposeful escape into the 
home that has been so persistently fostered by Better 


Helping More Than 2,470,000 Suburban 


Home Families Plan for Today and Tomorrow 
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Cc-S-M Nov. 1 as eastern repre- 
sentative for Water Works Engi- 
neering, Sewage Works Engineering 
and Fire Engineering. 

Cyril Lee Ellison, formerly east- 
ern advertising representative of 
American Artist, New York, has 
joined the Army air forces ground 
service and is stationed at Randolph 
Field, Tex. He has been replaced 
on the publication by Robert H. 
Loeb Jr., recently honorably dis- 
charged from the air forces. 

Price Gilbert Jr., vice-president 
in charge of advertising for Coca- 
Cola Company, Atlanta, has been 
granted leave of absence and is now 
serving as a lieutenant commander 
in the Navy. 

An Army air corps veteran of 
World War I, W. T. Armstrong, who 


had his own advertising agency in 
Cincinnati, has been sworn in as a 
captain in the Marine Corps. Capt. 
Armstrong formerly was a news- 
paper advertising solicitor and ad- 
vertising manager for Burkhardt 
Brothers Company, Cincinnati. 
Jack Mohler of Station WOR’s 
promotion department, New York, 
has resigned to enter the Army. 


Clark Adds ‘Time’ 


L. M. Clark, Inc., New York, has 
added Time to its list of magazine 
studies, effective with the issue of 
Nov. 2, 1942. 


Joins Einson-Freeman 


Harold Hart, contest consultant, 


has joined the sales staff of Einson- 
Freeman Company, L. 


I. City. 


Yale Plans New Promotion 
Yale Military Shirt Company, New 
York, has announced plans for its 
first extensive consumer campaign 
to promote shirts for officers in the 
armed forces. Half-page advertise- 
ments, some in color, will appear in 
Collier's, Esquire, Life and other 
national magazines. Business paper 
advertising, dealer helps and some 
local newspaper advertising will 
also be used. Lester Harrison As- 
sociates, New York, is the agency. 


Kolbe Named Head 


Alexander H. Kolbe, 
editorial and business director of 
Musical Merchandise, a Henderson 
Publications business paper, has as- 
sumed control of the company, 
which henceforth will be known as 
Kolbe Publications, Inc. 


formerly 


SELL—OR ELSE—TIP TO MOTORISTS 


KEEP YOUR 5 BEST TIRES- 
ALL OTHERS MUST BE SOLD 
TO UNCLE SAM 


Uf you owm adle passenger car tires om or after 
Nov. 22 ot wall be illegal to use gasolime m your car 


Sian tt: — 


Ce ee ee 


YOUR MAME HERE 


Here are two of the advertisements prepared by Al Paul Lefton Co., to be used 

by newspapers and industry in support of the government plan to buy all idle 

Car owners cannot legally obtain gasoline after Nov. 22 if they possess 

The drive, directed by the Advertising Council, 

has the approval of U. S. agencies and newspaper associations. 
Age, Nov. 2). 


tires. 
more than five tires per machine. 
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Postoffice Pushes 
‘All Out’ Drive 
for Early Mailing 


Vashington, D. C., Nov. 3. 
master General Frank C. Walker 
called upon postmasters to 
use every possible avenue of news- 
paper, radio and motion picture 
publicity, as well as intensive work 
through commercial associations, to 
meet the heaviest Christmas mail 
crisis in many years. 

The public will be urged repeat- 
edly to mail gifts and cards at least 
20 to 25 days before Christmas, 
depending upon the distance. 

“We are confronted with the 
gigantic task of handling the mails, 
both personal and official, for the 
members of our armed forces, and 
for business enterprises engaged in 
the production of war material 
ships, tanks, planes and guns,” the 
Postmaster General said. “Current 
trends indicate, furthermore, that 
Christmas mailings will be the 


Post- 


has 


heaviest in many years. 


“Thousands of 
employes are in 
naval forces, more will be called, 
and replacements, when they can 
be secured, must be trained. There 
is already an acute shortage of per- 
sonnel in many post offices. Trucks 
and other essential equipment are 
difficuit, if not impossible, to obtain. 
Train service is irregular and rail- 
road storage cars, in which the par- 
cel post mail is usually transported, 


our experienced 
the military or 


are now largely diverted to war 
needs.” 
Mr. Walker pointed out that 


in the past the post office had re- 
cruited 200,000 extra employes and 


more than 12,000 vehicles to meet 

the Christmas rush, figures that 

might be hard to meet with the cur- 

rent pressure on manpower and 

restrictions on vehicles. 

To Ward-Griffith 
Ward-Gritfith Company, New 


York, has been appointed national 
advertising representative for the 
Press, Sheboygan, Wis. 


THEY’RE GLAD 
THEY BOUGHT 
ARTKRAFT*! 


sstin Scarsdale! | 


Homes & Gardens for over a decade. Today, more than 
ever before, this magazine is helping to provide that patri- 
otic escape for 2,470,000 families. Each month its sub- 


like 


er scribers find the inspiration and the means to brighten 
seal home living, and learn how to achieve realizable desires 
his for home improvement, now and when peace comes again. 
that Better Homes & Gardens is today America’s number 

one magazine of escape /iterature . . . escape directed to- 
to the ward a better America now—and forevermore. Meredith 
etter Publishing Co., Des Moines, lowa. 


a 


those installed, 
long life, require so 
Meanwhile, 


not selling, 


duction of signs of 
which gained 


being the finest. 


have 


SIGNS * 
OF 

LONG 

LIFE 


Lu 


for your free copy. 


for reference. 


*Trademarks Reg. U. S. Pat. OF 


& Gardens 


Pere 


Fortunate, indeed, are those who 
bought Artkraft* signs. 
duction schedule will not be such a hard- 
ship to them. Although they will be un 
able to buy additional signs, they will 
have no serious maintenance problems on 
since 
999/1000% perfect, 


Artkraft* 
America’s 
Though busy producing war materials 
of typical Artkraft* quality, we are pre- 
pared to render any necessary service, 

As soon as our country’s inevitable 
victory is attained we will resume pro 


all types, the signs 


To better help you get maximum serv 
ice out of your present signs, we have 
prepared a booklet which covers opera 
tion and maintenance of all types. It 
tells how to detect and correct troubles. 
Whether or not you have been an Art 
kraft® customer, we invite you to write 
We believe that you 
will read it care fully and then file it 


—by ARTKRAFT* SIGN COMPANY 


GENERAL OFFICES: 900 E. KIBBY ST.. LIMA, OHIO, U. S. A. 


Our war pro- 


Artkraft* signs, 
have been built for 
little service. 

is serving, if 
merchandisers. 


the reputation for 


“REMEMBER PEARL HARBOR. 


BUY U. S. WAR BONDS NOW!" 
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Blair Replaces Findley 
at ‘The Iron Age’ 


central western Manager 
Iron Age, with headquarters 


Mr. Findley. 


Cleveland, and after a short inter- 
val will devote himself to war work. | 

Robert F. Blair, an associate in| 
the company’s Cleveland office for 
the past three years, has succeeded 


Indiana Markets 


No. 2 


IN DEPT. STORE SALES 


Fort Wayne department stores 
enjoy more than local fame. 
Department store sales when 
the last census was taken ex- 
ceeded Indiana’s 3rd largest 
market by a margin of 48 per 
cent. Pay rolls are up, and 
sales are even better today. 


FORT WAYNE 


The News Sentinel 


ADVERTISING AGE 


Charm by Mail 


Emerson Findley has resigned as | 
of The 


ls Hudnut's Giff 
foEager Women 


DuBarry Success | Seeeos 


School Mushrooms 
from Modest Start 


New York, Nov. 4.—Proof that 
the democratic process is strongly 
at work in woman’s eternal quest 
for beauty was evidenced this 
week in a review of the phenomenal 
growth of Richard Hudnut’s Du 
Barry Success Course, originally 
launched as a finishing school for 
debutantes, but now expanded so as 
to serve the aspirations of even the 
| homely little girl in Podunk. 
| In 1938 the swanky Fifth Ave. | 
|Hudnut Salon decided to hand out | 
|limited doses of charm and umph 
|to gals preparing for their coming | 
i= parties, and the treatment 
clicked so well that word-of-mouth 
| advertising spread the glad tidings 
/from Park Ave. to the Bronx. Soon 
|the Success School was doing a 


MAIL-ORDER COPY 


Loses 33 Pounds in 6 Weeks 9* 


Becomes Glamorous Model! 


The Success Story of 
Paviine Neifert of Kalamazoo, Mich. 


- ~~ oe rs pour La Boy = Couese 
; : a 


— ee 
<a . at 
woes 


has spread the popularity of the Du 
Barry Success Course. ‘Before and after’ 
stories illustrate the way to beauty. 


|“before and after” stories. 
'| while, the Du Barry Success Sch@ol | Current 


rushing business, and eventually the 
blessing of charm and grace were 
made available to all comers via the 


mails. 


First advertising for the school’s 


‘on-premise guidance broke in | 
Vogue, in February, 1939, on some- 
thing of a test basis. Copy fea-| 
|tured “before and after” pictures of 
grateful testimonial - givers. In- 
/quiries poured in and Hudnut de- 
cided to expand the business of 
| dispensing charm and beauty into a 
| mail-order operation. A campaign 
| for the Home Success Course was 
| inaugurated in February, 1940, with | 
a schedule comprising Glamour, | 
Good Housekeeping, Ladies’ Home | 
Journal, Mademoiselle, McCall’s, | 
Vogue and Woman’s Home Com- 
effected. 

The course’s promotion budget 


: | expanded in direct proportion to or- | 


|ders received, and today advertise- 
|ments appear regularly in a long 
| list of women’s magazines, as well 
|as Life. Copy leans strongly in 
ithe direction of testimonials and | 
| Mean- | 


SCHOOL TIE-IN 


magazine advertising of Du 


‘here continues to flourish, stimu-| Berry beauty preparations gives a heavy 


|lated by regular advertising 


| This is typical of the advertising which | Mademoiselle, The New Yorker and | 


Vogue and new York newspapers. | 
G. Lynn Sumner Company directs | 
both the mail-order and_ school 
phases of Hudnut promotion. 
Applicants for the home course 
fill out an elaborate questionnaire 
which details their preferred col- 
ors, physical characteristics, condi- 
tion of skin and other vital statis- 


Miho the Wddle 


a Tulsa oil derrick would 


be a fiasco 


5 SO 


\ 


| | 


= without the middle-income* families. 


your coverage of Tulsa is another fiasco. 


41,307 is the family population of this 
very enterprising “oil town,” 23,173 of 
whom are in that important middle-income 
group. They are willing spenders if you just 
get to them with your sales story. 


One out of every two of these Tulsa 
middle-income families reads THE FAMILY 
CIRCLE magazine weekly (Starch Consumer 
Magazine Report). This coverage of middle- 
income groups also holds true for many 
another important population center. 


If you want to reach these middle-income 
families with your sales message, include 


THe Famiry Circe. 


*$1000 to $3000 


Pe pe 
Taiey peeree: 7 
Re te F OTE ven ee 


in| Play to the Success School which has 


shown a steady growth in favor among 
the nation’s women. 


tics. For $21.75, beauty-seeker 
receive a Beauty-Building Bill o 
Fare; 36 illustrated daily lesson: 
six a week for six weeks; a specia! 
Sunday lesson; two  beauty-form 
exercise folders; a Success-O-Scopx« 
(personal information form to be 
filled out as a basis for analysis and 
recommendation); a Figure-Scope 
(personal measurement record to be 
used as basis for recommendations 
on posture and figure proportions) ; 


|a Colo-Scope; and a Success Case, 
| chockfull of Du Barry beauty prep- 
|arations and accessories. 


Literature distributed to prospec- 
tive home course applicants is per- 


| sonalized by Ann Delafield, directo: 


of the Du Barry Success School, 


| who informs hopefuls that “no mat- 


ter what your need may be—a more 
graceful, properly proportioned fig- 
ure, improved posture, a_ softer, 
smoother, more_ glowing skin, 
greater vitality and endurance for 
emergency war work—yes, what- 
ever the need is, this course pro- 
vides a way for you to make the 
very most of yourself.” 

| Tuition in the Du Barry Success 
| School starts at $24 for a two-hour 
| weekly session for six weeks, and 
|runs to $200 for attendance three 
hours a day, five days a week, for 
six weeks. Here instructions cover 
a much wider field than in the home 
course; how to dress, get a job, 
entertain, how to stay beautiful, 
| dancing and voice improvement, in 
|addition to assistance in makeup, 
| coiffure, exercise and use of beauty 
| preparations. 

The fame of the Du Barry suc- 
cess courses has just reached a new 
high through M-G-M’s production 
of a short, entitled, “Listen Boys—”, 
currently on exhibit at the Capitol 
Theater here and scheduled for reg- 
ular showings in movie houses 
| throughout the country. 

Until recently promotion of the 
|Du Barry courses was segregated 
from advertising of Hudnut’s Du 
| Barry beauty preparations, which is 
‘handled by Kenyon & Eckhardt. 


| 


| 
| 
| 


|Last month, however, a_ tie-up 
|between the two activities was 
effected. 


| 


Over 1,000,000 organized tenpin bow!- 
ers throughout the United States and 
Canada are starting their heavy ‘all 

/and winter bowling schedules. Their 
various needs include the best im 
alleys, personal equipment and num 
erous sundries. BOWLING is the 
major medium to carry your messag¢ 
| to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an effectiv® 
consistent, advertising campaign ™ 
BOWLING. 


Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congre# 
2200 North Third Street 
Milwaukee, Wisconsin 
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Buy Bonds Now, 
Get Washer Later, 
Blackstone Urges 


Consumers Offered 
New ‘Preferred 
Delivery Certificate’ 


Jamestown, N. Y., Nov. 3.—With 


appliance dealers already sold on| 


tne merits of a novel “preferred de- 
livery certificate,” 


tion this week to the suggestion 
hey buy war bonds now to assure 
rly delivery of a postwar Black- 
tone washer or ironer. 

The delayed delivery plan, which 
the 7l-year-old company believes 
is entirely new in its field, was mer- 
chandised to dealers with a _ half- 
page advertisement in the October 
Electrical Merchandising.  Black- 
tone advised them to see the com- 


mos 


ur 


wy 


| han, sales manager for Blackstone. 
Dealers are being reminded that the 


| plans, 
Blackstone Cor- 


poration awaited full consumer re-| 
| the Blackstone account. 


pany’s full-page copy in November | 


issues of Ladies’ Home Journal and 
Parents’ Magazine, telling the pub- 
lic how to get one of the appliances 
to be built after the war ends. 


A coupon to be returned to the 


company 
has purchased a war bond and 
would like to receive a Blackstone 
“preferred delivery certificate” en- 
titling him to early delivery of one 
of the first ‘194?’ Blackstone ap- 
pliances. 
buy, the coupon points out. 


“Preferred Recognition” 


“Naturally there is bound to be a 
buying rush when the war is over 

more people with money to buy 
than there are goods to buy,” the 
magazine copy says. “But we have 
an answer for those patriotic 
Americans who may want to buy a 
Blackstone washer or ironer. 

“Here’s the story: Blackstone be- 
lieves that those who help the na- 
tion now are entitled to preferred 
recognition. To obtain this, go out 
today and buy a war bond, then fill 
in the coupon below and mail it to 
us. We'll send you a ‘preferred 
delivery certificate’ which will as- 
sure your being one of the first in 
your community to own a new post- 
war Blackstone. We won't hold you 
to buying the washer, but we do 
want you to buy war bonds. Act 
now!” 

Comments Are Favorable 


A special box outlines the history 
of Blackstone appliances through 
three wars and “boom years as well 
as bad,” calling attention to the fact 
that the company has gone all out 
on war production now. 

Preprints of the consumer adver- 


"MR. TWORNTOBBLE, 
WHAT YOU REALLY NEED 
1S CIRCULATION LIKE... 


CAPPER’S WEEKLY!” 


Yes, sir, that Capper's Weekly circula- 
tion is keeping lots of sales charts in 
the pink of health. 


Capper's Weekly has been examined, 
X-rayed, Cardiographed and Fluoro- 
scoped. The tests affirm that CW 
br ings results, a steady resident at the 
top in any tabulation of inquiries and 
sales 


UPPER’ S WEEALY 


373.000 Mibeeeteees tie 


declares that the sender | 


| 


There is no obligation to | 


tising, as well as the Electrical Mer- Select ‘List, Shverticing 


chandising announcement, drew a 
flood of favorable comments from Executives Elect 


; wni.| Lhe Ohio Select List has elected 
dealers, according to P. S. maaan | S. Myers, Middletown Journal, 
| President; J. K. Hunter, Chillicothe | 


Gazette and News-Advertiser, vice- | 
preferred delivery plan provides an | president; and C. H. Spencer, New- | 


up-to-the-minute list of prospects| ark Advocate, secretary-treasurer. 
for available merchandise in the| The Advertising Executives Asso- 
stores, as well as of those needing | ciation has elected the following: 
service on appliances now in use.|C, E, Mattocks, Troy News, presi- 
Certificate holders are told to regis- dent; L. E. Toller, Marietta Time 
ter these certificates with their deal- | , vice-president; and D. G. Warner, 
ers. | New Philadelphia Times, secretary- 
Public reaction to the delayed | treasurer. 
selling plan will determine future 


promotion. There are no immediate Casey to Rose 

however, for subsequent Casey Company, Chicago, pre- 
mium manufacturer, has appointed 

handles | Charles Edson Rose Company, Chi- 
cago, to direct its advertising. 


copy. 


Warman & Co., Buffalo, 


‘Seagram Drive 


Features New 
Football Calendar 


New York, Nov. 3.—Seagram Dis- 
| tillers Corporation has released a 


new point-of-sale football calendar | 
| for distribution in bars and grills. 


The calendar, made up in five 


s,| different editions to cover sectional 


games throughout the country, con- 
tains 20 sheets covering college and 
professional games over an eight- 


/ week period. 


Mounted on a stiff board with 
pencil attached, the calerdar pro- 
vides space for quarterly as well as 
final scores. At the top of the piece 
is a four-color cartoon drawing by 


| Russell Paterson depicting familiar 
| Seagram trade characters. 

| Advertising Arts Corporation, 
er York, designed the calendar. 


McConochie to New Post 

Thomas W. McConochie has been 
,;nmamed manager of the Winnipeg 
office of Canadian Street Car Ad- 
vertising Company. Mr. McConochie 
formerly was general manager of 
Western Engraving Bureau. He suc- 
ceeds S. T. Bardal, who has joined 
the Toronto Globe and Mail. 


To Gerth-Pacific 

Gerth-Pacific Advertising Agency 
has added Anna Records to its Los 
Angeles staff as copywriter special- 
} izing in food accounts. She formerly 
was with the late Theodore B. 
Creamer. 
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_ of Baltimore and vicinity on weekday mornings, they | 

tune their radio to 1400 “for the duration” of the 

_ morning. What's the cause of this mass WCBM hysteria? 

- One paramount reason ... it’s Food Fair's "Dialing for 
- Dollars,” still making and breaking local records in its — 
‘third year, and “Dialing for Dollars’ versatile emcee, _ 


Mr. Fortune, their favorite daytime airwave person- 


ality. Ce oft is Spee at Sem egeine Aor . 
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ADVERTISING AGE 


November 9, 1942 


Voice of the Advertiser 


We Have, If They 

Are Deserved 
To the Editor: You go to great 
pains to give bouquets for good ad- 
vertising, which is O. K. But, have 
you “guts” enough to throw brick- 
bats at bad advertising, such as this 
stuff when men are dying in battle? 
Is this good advertising in a critical 
war period? Do they know there’s 
a war going on? Do you think that 
families with sons and husbands in 
the Army, Navy and Marines— 
worried and fearful—will feel any- 
thing but nausea at this from a non- 

essential industry? 
A SUBSCRIBING 


[Editor’s Note: Prohibition has 
many sincere supporters, but the 
majority of America’s civilian popu- 
lation—as well as the armed forces 
—seems to be in another camp. As 
long as they are, liquor and bever- 
age producers are and should be 
permitted to market and advertise 
what products they still 


ADMAN. 


impeding the war effort. And un- 
less we’ve missed reading a new 
edict in our daily newspapers or 
hearing about it on the air, there’s 
no wartime ban yet on Army camp 
and home entertainment—including 
such a harmless “quencher” as gin- 
ger ale.] 
~~ © 


Same Barrett Layout 


Boosts Bond Sales 

To the Editor: We are enclosing 
with this letter a new sales promo- 
tion piece just issued by Barrett, 
“R.P.M. News,” which together with 
order and information blanks is 
being mailed to lumber, building 
supply and hardware dealers, and 
to roofers and shingle applicators. 
R.P.M. stands for ‘“Repair—Protect 
—Maintain.” 

It occurs to 


us that you might 


also be interested in a preprint of | 


our Nov. 7 Saturday Evening Post 
advertisement, “Your money bought 
the raft that saved their lives!” We 
think this is an unusually interest- 
ing advertisement, urging the pur- 
chase of war bonds. 

While, of course, many manufac- 
turers have devoted space to pro- 
moting war bonds, we believe you 
will agree that Barrett’s advertise- 
ment is unique in that the layout 
and approach are the same as all 
other advertisements in a_ series. 
Because you may not be familiar 
with Barrett’s current campaign in 
the Post we are enclosing two or 
three of our previous advertise- 
ments, to illustrate what we mean. 

A. G. HUSEN, 

Advertising Manager, The Bar- 

rett Division, New York. 

vey 


Don't Do It! 

To the Editor: Some day I think 
I will up and cancel my subscrip- 
tion to ADVERTISING AGE unless you 
tell me who is the author of “The 
Diary of an Ad Man.” 

I think I enjoy this feature most 
of all your contributions to the ad- 
vertising world, and each time I 


have in| 
stock or can manufacture without | 


This department is 


| 


| 
} 


a reader's forum. 


OUT OF PLACE? 


| 


When the party's going grand 

And refreshment time's at hand 
Hoffman Pale Dry rings the bell 
Quenches quicker and tastes swell 


HOFFMAN ik 
PALE DRY 2 
Gage Me 


“wey 
c ey 
wan 
BECAUSE IT'S EXTRA ORY~NOT SWEET SO BETTER FOR mixinG TOO 


{ aca 


A reader believes this kind of copy is 

out of order in a war world, although 

home entertainment isn't on the U. S. 
verboten list. 


read 


how much I would like to know the 
| 


basis. 


identity of this man. Certainly I 
would like to know him as a friend. 
J. B. WAND, 
Editor, Southern Lumber Jour- 
nal and Building Material Deal- 
er, Jacksonville, Fla. 


vv YF 


Defends the Clergy 


To the Editor: “Ad Man” cast a 
slur on the clergy recently when he 
pronounced them “among the poor- 
est risks” as to credit. 

The U. S. School of Music has had 


many ministers, priests, nuns and 
missionaries among its’ students 
during the past 45 years. They 


were dealt with by mail, on a credit 
Their record was among the 
finest. 
GEorRGE R. KEMP, 
U. S. School of Music, New 
York. 
v v v 
Criticizes Diary 
Note About India 

To the Editor: I read with in- 
terest the articles appearing under 
the heading “The Diary of an Ad 
Man” and find them most fruitful 
and constructive. In the entry dated 
Sept. 2 he has developed an idea 
in connection with India, that if it 
were translated into five words 
would be, “The English are despic- 
able people.” 

If his material is of any value he 
would expect his readers to note 
his representations on all subjects, 
accept them, and act in future on 
the basis of them, otherwise there 
would be no purpose in them ap- 
pearing in ADVERTISING AGE. Is this 
the proper time to attempt to induce 


SAME LAYOUT; PATRIOTIC APPEAL 


ee 


-@ 


ae 


“F PARROT? OrererON 


Consumers attracted by the Barrett Division style of layout and advertising 
approach will meet up with an unusual war bond appeal in the magazine copy 


at the right, appearing in the Nov. 7 Saturday Evening Post. 


At left is a typical 


previous Barrett advertisement in the Post, showing the same copy characteristics. 


Letters are welcome. 


others to agree with him in a low 


|opinion of one of our not most neg- 
| ligible allies at this time? 


it, the thought occurs to me | 


Roy A. HUNTER, 
Advertising Counselor, Vancou- 
ver, B. C. 
. oo & 


Nominates ‘Ad Man’ 


for Postwar Job 

To the Editor: Your column, 
“Diary of an Ad Man,” is an added 
reason for my renewing my sub- 
scription to ADVERTISING AGE for the 
’steenth time. It’s a great mag, and 
the “Diary” department is a great 


| 
the Book of Life” 


|thespians sponsored by 


| titled “A Child Is 


dramatized by 
The Sunday Players of Hollywood. 

These half-hour Bible dramas 
started as a Little Theater gamble 
on Christmas eve in Colorado 
Springs in 1931, when a lot of local 
Mesdames 
Penrose and 
tried 


Bois and Spencer 
Boardman Robinson 
hand at a Christmas 
Born.” Later, 
society women as 
financial 


with the same 
sponsors and 


| these then kids incorporated as The 


addition, especially for oldsters such | 


as myself. I’ve been 
since he started to guess who this 
Ernest Elmo Calkinish chap is. 
Whoever he is, he’s good; he ex- 
presses my thoughts far better than 
I could. 

Re the Oct. 7 paragraph anent 
long Sundays and the opportunities 
they present advertisers, particu- 
larly in this era of ex-gas for Sab- 
bath joy-riding, we have been 
serving this opportunity all over the 
English-speaking world for eight 
years with our “Living Pages from 


. | 
trying ever 


Sunday Players and descended on 
Los Angeles, where they sold them- 
selves to 50,000-watt KFI. We re- 
corded them in 1934 and ever since 
they have been going great guns, 
despite advance assurances that 
“you can’t commercialize the Bible.” 
Our best answer to that is a sen- 
tence from a letter written by Dr. 
Calvin Miles Thompson Jr., minis- 
ter of the Delaware Street Baptist 
Church in Syracuse, who, comment- 
ing on our series then running in 
his city, said: “I have always 
believed that the right kind of dig- 


|nified presentation of the Bible and 


| cents. 


its truth should pay in dollars and 
Continue and enlarge on the 
work you are doing.” It has; we 
have. Dr. Daniel Starch some years 
ago pronounced this series the best 
public relations program that ever 
had come to his attention. 

So much for that. This is not a 


their | 
radio play | 


backers, | 


| has 


bid for a free plug. ADVERTISING 
AGE has been more than kind in 
this respect and its paid space for 
The Players has been by 500% 
the most effective we've used. 
We'll dismiss our “Ober-Ammergau 
of the Air” with the statement that 
Chiefs of Chaplains Arnold of the 
Army and Workman of the Navy 
have featured our Bible dramas in 
their chapins’ circulars and we 
have supplied recordings to date to 
some 80 chaplains in the field. 

About advertising: The write: 
knocked about its anterooms 
since the age of eight, which was 
50 years ago, when he got his first 
newspaper job delivering a single 
copy of our four-page, patent-in- 
sides daily newspaper to. Bil! 
Klinger, ‘way out beyond the fai 
grounds, for Judy Lauer, who'd 
rather pay me ten cents per week 
than tramp those two miles per day 
himself. From 15 to 35 I was in 
the editorial end of newspape: 
work; then I yielded to lucre’s lure 
and spent the next 15 years in 
national advertising in Cincinnati, 
New York and Los Angeles. As an 
international producer of trans- 
scribed radio programs, I still linge: 
in the anteroom. 

However, the last 10 years, much 
as I believe in advertising, I’ve had 
to hold my nose until my nostrils 
show a definite pinch. The you- 
stink—i-smell . the sneak, the 


—_— 


SE 


in the world. From pulp and paper mills come many materials vital 
to a war in which striking power and distances largely supplan! 
hand to hand fighting. Champion makes pulp for explosives, and 
also provides paper for food containers, waterproof wrappings for 
munitions, maps and blackouts, and carton stock for shell containers. 
It furnishes printing and business papers to Government and to wal 
industries, and develops paper substitutes for certain critical mate 
rials. Its years of outstanding pulp and paper mill production wel 
equip Champion to supply our fighters 


with many of the essentials for victory. 


THE 


NEW YORK - CHICAGO: PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS + CINCIN™ 


i oe 


America needs the best equipment and munition: 


L 


. CANTON, N.C... . HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bond Enve! 


and Tablet Writing ... 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


iA 
seh 


ou Can’t Fight ie 


CHAMPION PAPER AND FIBRE CO., Hamilto! ‘io 


MILLS AT HAMILTON, OHIO . 
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snoop, the sniff school of advertising 

the sultry mamas and sulky 
papas; the junior who won’t do 
io-do because mama doesn’t feed 
him his favorite laxative and the 


family squabbles that result; the 
jusband who walks out on her 
vecause she doesn’t use the right 


yersonal hygiene in her boudoir or 
erve the right coffee or cereal at 
1er breakfast table; the back-biting 
ld So and So’s who go visitin’ just 
to raise the bed covers and discover 
vhether she washes her sheets with 
he right soap chips; the zoot suit 
,oys Who never dance a second time 
‘ith her after sniffing her under- 
rm toilet; the undies that risk 
rrest for fragrancy because their 
wner erred in her choice of soap— 

I’ve often wondered what a man 
from Mars would think of this coun- 
try of ours if he dropped into New 
York and formed his opinion of us 

lely by reading the advertisements 
n a half dozen national magazines 
nd as many metropolitan news- 
papers. I don’t think we'd need 
ny ack-ack guns to send him sky- 
ooting back home and glad to get 
there. 

Happily this era of bad taste and 
offensiveness and false and destruc- 
tive and damaging psychology seems 
to be on the way out, thanks largely 
to the war. But if these sophomoric 
copy-cats (and I often wonder what 
sort of home life they could have 


had) ever show signs of returning 
to the error of their ways, I here- 
with nominate the Ad Man as the 
Kenesaw Mountain Landis of the 
advertising profession, and I hope 
he whittles himself a big hickory 
stick and uses it freely. 
G. L. PRICE, 

George Logan Price, Inc., Los 

Angeles. 


- + F 


Backs Contention of 
‘Rebirth’ for Wood 

To the Editor: Your editorial in | 
this week’s ADVERTISING AGE, “A| 
New Place for Lumber,” is timely | 
and well-conceived. You are 100% 
right in your contention that the 
scarcity of materials has, in effect, 
| given wood a mighty rebirth. 
| Incidentally, in our judgment, 
many product designers and design- 
ers of buildings are using wood be- 
cause it is a material that they can | 
lay their hands upon fairly readily | 
rather than because of any rational | 
or scientific considerations. You} 
well point out that the physical and | 


|chemical properties of wood are| 
° . i 
little appreciated and understood, | 
and therefore wood’s rebirth has | 


|happened in spite of itself rather 
than because of itself. 

| It is our belief that producers of | 
wood have a God-given opportunity | 
|to establish it as a material in this 


period on a rational basis in such 
manner as permanently to broaden 
its market. If this opportunity is 
neglected, we believe that following 
the war, other materials, many of 
them synthetic, on the basis of ag- 
gressive research and promotion 
will step in and push such a natural 
material as wood far into the back- 
ground. 
H. J. PAYNE, 

Vice - President, Magazine Di- 

vision, F. W. Dodge Corpora- 

tion, New York. 


= 3 = 


Furniture Contest 
Builds Up Sales 


To the Editor: In an effort to 


|stimulate retail furniture sales in 


Asheville, this department created 
a rather interesting campaign. 

We approached 15 of the better 
furniture dealers of Asheville. 
were successful in getting of 
them to sign an over-all contract 
covering the use of 90 inches of 
space each Sunday for 10 consecu- 
tive Sundays. The first 
ment was an announcement of a 
contest on “Why the Public Should 
Buy Furniture Now.” Subsequent 
advertisements tell the story of fur- 
niture and how it can still be bought 
on liberal credit plans. 
$300 in cash prizes which will be 


~ 


| distributed as follows: $25 per week 


We| So far, hundreds of these blanks | 


advertise- 


We offered | 


as a weekly prize, and $100 as a 
grand prize to be awarded on Dec. 
20. 

In order to increase traffic in the 
furniture stores, which seems to be 
needed, we have supplied them with 
official entry blanks and all the pub- 
lic has to do is come in and get one 
of these blanks, fill it out and re- 
turn it to the store where they ob- 
tained it, by Friday of each week. 
| At this time all of the blanks are 
| gathered in by our department and 
we have them judged by an outside 
group. 
day we print 
weekly winner. 

In addition to bringing us 900 
inches of wanted space, it also helps 


the name of the 


part of the furniture dealers of the 
town in increasing their own adver- 
tising by tying it up with the con- 
| test. 


| have been filled out during the first 
| week and it looks like the campaign 
is going to be quite a success. 
Roy PHuHILIPs, 
Director of Advertising, Ashe- 
ville Citizen and Times, Ashe- 
ville, N. C. 


v v v 
To Old Friends 
To the Editor: We are sending 


| you a copy of the advertisement our 
client, Bireley’s, Inc., ran in the 


tion: 
vital 
plant 
s and 
ss, for 
ners. 
fo wal 
miate- 


n well 


jetot io” 


1S 
yd, Enet! 


NTA 


INCIN™ 


Then on the following Sun- | 


lus generate some enthusiasm on the | 


October issues of business papers 
serving the dairy field, showing a 
bottle of its natural fruit beverage, 
a freshly-cut orange, and a card of 
greetings superimposed on a page 
of the song, “Auld Lang Syne.” 
Since there was no dairy show 
or convention this year, Bireley’s 
felt they should extend greetings to 
the thousands they usually greet in 
person at the annual shows. 
RALPH R. LEDDER, 


Barnes-Chase Company, Los 
Angeles. 

~*~ © v 

Asks Identification 

of ‘Customer’ Poster 

| To the Editor: Enclosed is a 


photostat of the poster entitled “The 


THE CUSTOMER 


—the most important person 
ever in this office 


Sy The customer is wot dependent upon you — you 
are dependent upon him. i 
SY The customer is mot an interruption of your 
work —he is the purpose of it. You are not doing 
him a favor by serving him—h4e is doing you a 
favor by giving you the opportunity to do so 
W The customer is not a rank outsider to your bres. 
ness —he is part of it 
| A, 
Wo OThe customer is not a cold statistic—he is a 
flesh-and-blood human being with feelings and 
emotions like your own, with biases and preju- 
dices —even though he may have a deficiency 
| of certain “vitamins” which you think important 
A, . 
W The customer is not someone to argue with or 


match wits against — nobody ever won an argue 


ment with a customer even though they may 
have thought they did. : 


W The customer is a person who brings us his 
wants. If we have sufficient imagination we will 
endeavor to handle them profitably to him and 
to ourselves. 


Customer” which, with your help, 
we would like to identify. 

The original is printed with blue 
and silver letters on white paper. 

ELIZABETH B. Fry, 

Carnegie-Illinois Steel Corpora- 

tion, Pittsburgh. 

[Editor’s Note: Perhaps ApDVERTIS- 
ING AGE readers can help Miss Fry 
identify the source of this poster. 
The only other clue is a note at the 
bottom of the photostat pointing out 


that it is “reprinted from original 
edition of September, 1941.’’] 

| . ¢ 

For a Good Cause 

| To the Editor: Thank you for 


your cooperation in promoting the 
return of used collapsible tubes in 
order that tin and other metals may 
| be reclaimed for war purposes. 

Such support as you have given 
real contribution toward the 
success of the war production pro- 
gram. 


Is a 


EATON V. W. READ, 
Chief, Wholesale & Retail Pol- 
icy Section, Services Programs 
Branch, Office of Civilian Sup- 
ply, War Production Board, 
Washington, D. C. 


Coverage or 


Customers ? 


You See the BIG Difference 
when You See Your Story 


Aimed EXCLUSIVELY \ 
atthe 70% who 


work with their Hands 


You may have coverage. WIZ 
But you KNOW you 

have customers when 

for WDZ’'s low 1000 TUSCOLA 
watt sales cost you 

| bring in 3,343. cash ILLINOIS 

orders from 78 5-min 1000 WATTS 
ute programs (just one 


of many WDZ 


“case histories”). 


WDZ's “DIRECTIONAL  PRO- 
GRAMMING” does it’ Tested and 
proved by 20 years of RESPONSE. 


Want to—test a new product . per- 
fect a show “package” transform 
copy “misses” into “hits” ? 


Write us for availabilities and program 


details TODAY! 

HOWARD H. WILSON CO., REPRESENTATIVES 
New York, Chicago, San Francisco 
Hollywood, Seattle 
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Peel / ~ . ¥y S Vv 4 
VV 2a fr ” j 


. ; r 4 ‘y @ bs ae es y % ade rman hi poole 
le bey he r us - | 
—$————$———_—__ — —$$_—$__—_—_———_ — — ——_—_- —— - — a 
ee | 
ni ¢ . 
et: ed 
i pe 
Ws sie Ps 
eek ae 
~ a ‘i % 
as > =," ~ iar 
7a 
PC "8 ree Ps 
P| — a id 
—— a a 
po ~ 4 
Sd Sa 
i 
a i an 
a 4 a a - 
i = eq 
. Se e. 
fs iil Re ; 
Bs: £2 ie sai i 
ye ae Bm 8 Beta te Rs reais 
7 i re 
: a oie ra q 
ets aged 
: t oem _ 
Ff a By ” Rg : = te i ’ 
a a ae ae f a x : 
— 2 7 
gat : —" r a. ee 
te At, ee Bh - i, 5 _a: ae ae P a / (?* e Be ke ame e 
7, ’ ~"S ee ae Le : ; = ge, aie 
rs RE eae f ig ayes po 
3 Bes ¥* 5 2 * ° een Py / cee? 
sa , 5 ¢ m9 . , . . 3 Fe i ve ¥ ¢ ‘” 4 Pa ta ‘ - PE: we e oe . a. . r ae ; , : cud i 4 
m4 d = : . Hn +4 oe a “ : « Rs ge: " 
Re * ing ' ry \ \ a te ‘ 
J J Bie, ; e = A ee j \ s Te, ea ‘- 
¥ : 4 - Sida t « - . . : j * rats oe F 
 hg® “ees \ - Ha 
q * 2 . ‘ a wo : hd J \ 7 7 i. er 
144 et ; oe 2. ae 
‘th. — \? apf 4 tie, a 
re ‘ ie c . ‘ f ‘ x ; q a > a a P x ow) | 
ee ‘ a {i y 4 ae | 2g Nig -. 3 
=? im a .. ae Me. 
' er [I . a \ ./ ae <a «ae — a 
— } A ye a eek 4 i Fee ly ie, - ei eds: See ag 
a ~~ ee a oe > eoad AED 4 —— tease 
th. Sa ; ag oe = oe 
tal =e. —_— a ee | oe ae 
.* A | ee. be a 
U ee er a aan : 
@ a ’ Ps / = el ’ x me a ee co < i : 
v 1 a i me. : . oy Bc, =i 
248 Ya a a au pe aa : 
” 1 te # . _ = me eae ‘ j 
\ ¢ a St eh a ae a : ie 
s en Set OS ns = ae 
\) ail ome S Ae 7 ae Sl a oa = 
‘ a aa % Ce le + | 
/ AS! —————Ee—hsc lt (<i‘—‘( CY CU | a oo 
a ae ee .: ial oY 1A—= “a = Sa r , Tle 5 rca " ee a ‘ie rte 
e b ae ‘~ of ‘4 “~~ By q = be: ii Ri. ae ‘ ai - w : te a x " a : — 
™ / @F — 2» = ya: a 
. = a * ana ee toe - , . ; a 
’ hs ‘ ,. la | a ieee , ue ee 
4 a a ke “ ma — soi ae gael = 
é + 3 y hy * ya q a . : a. yt 
‘ he <3 ” a P “a - 
‘ . * ei e oo be a | ; : 
i” } . ra ; ; * ee ’ <A 
n ; é, | ie ee ee Se ii 9 eal i.” 
vn a om 
i tg . > ea : ; 
a 
A a 
L % ‘ a ae a | EE ee ‘i 
Mf \ Bs a el ean ral ee . he - 7 om 
*” >. f " 18 tei ne 
. : : es ie. eles 
’ Li < cee | a 
j ¢. . . me 
- : 
a i z | 
y) on y 
¢ : es ro ie Fe, } 
a , : -' ae Bi 
; aa 2 Aj oy er 
. i : , a oad OF sa a waa 
- , . 2 
; - SUR 
} ; 
, | r ? r: f 
eS ae / 206,154 Listener Letters During 1941!! 
me ay ‘ AO ons s ee cS : ear mY oa * Ty Cia Faeroe ty 2 a e aun Bs aye th Po “ De : N Lie 
" ite a so iO ; er 2 dig ® P20 sate aisles oe Te hier ae winie ee pos oe : nr aa setts ; Rae § Sy he Ps ae Ee 


PP ey by igh Saher 


November 9, 1942 


TEN-YEAR RECORD 


TOTAL ADVERTISING LINAGE 
First 10 Months, 1932-1942 


12,694,847 


10,615,207 
10,100,118 


r 


NOTE: Evening American and Herald and Examiner merged in 1939. 1932 volume for Herald-American composed of linage printed by Evening American and Sunday Herald and Examin: 


TOTAL 
| AVERAGE NET PAID 
a | | CIRCULATION 
* E Daily, Over 1,000,000 Hica ne 
a Sunday, Over 1,200,000 
=. E WORLD'S G RE ARETE S! 
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ADVERTISING AGE 


A glance at the chart gives you facts you need to 
know about media values if you want to get full 


returns from your promotion funds in Chicago. 


During the first ten months of 1942, the Chicago 
Tribune's lead in total volume of advertising over the 
next Chicago newspaper amounted to 6,999,230 lines, 
or 81.5% — the largest percentage of lead for any like 
period in history. 


This reflects the breadth of judgment of retailers, 
manufacturers and want ad users—an all-inclusive 
appraisal of media values which takes on added signifi- 


cance when you consider the record for the past ten years. 
* * * 


URING the first ten months of 1932, the Tribune 

printed 2,079,640 more lines of total advertising, 
or 19.6‘; more, than the News, the Chicago newspaper 
second in volume that year. 

Keeping the 1932 record in mind, consider the picture 
for the first ten months of 1942 during which the Tribune 
printed 6,999,230 more lines of total advertising, or 
81.5, more, than the Herald-American, which was 
second in volume in 1942, and 7,419,573 more lines, or 
90.9, more, than the News. 

In the ten-year period, the Tribune's gain in total 
advertising amounted to 2,889,188 lines, or 22.8°;. The 
Chicago newspaper which was second in volume in 
1932, the News, sustained a loss of 2,450,745 lines, or 
23.1%. 

When the Tribune's lead in linage is translated into 


dollars, the gap between the Tribune and the rest of the 


| Tribune 


s 7 


NEWSPAPER 


NEW ALL-TIME HIGH 


goes the Tribune's lead over 
the next Chicago newspaper in 
total volume of advertising linage 


field assumes proportions too significant to be ignored 
by any space buyer. During the first ten months of 1942, 
advertisers placed in the Tribune practically as much of 
their expenditures as they placed in all other Chicago 
newspapers combined. 

This record of delivering for advertisers grows out of 
the Tribune's performance in delivering for readers. 
Because it produces a newspaper so informative, interest- 
ing and attractive that it appeals to people in all walks 
of life, the Tribune today delivers hundreds of thousands 
more circulation, daily and Sunday, than other Chicago 
Newspapers. 

Asa result, it has the all-income, full market coverage 
vou need in order to achieve your aims here with 
greatest effectiveness and economy. Rates per 100,000 


circulation are among the lowest in America 


TEN-YEAR RECORD 


Department Store Advertising Linage 


FIRST 10 MONTHS —1932-1942 


1932 1942 
3.448.925 3534,107 
3,024,324 
2.409.926 

1,896,375 
1661001 
1531224 


Mes 


| 874,987 


| ‘ tt 4 ' a . baci pen 


— 


86% More Department Store Advertising Linage! 


Department stores during thefirst Contrast the 1942 record with 
ten months of 1942 placedinthe the picture in 1932, when the 


Tribune 1,896,475 more lines of 
advertising, or 86.4% more, than 
they placed in the Herald-Ameri- 
can, which was second in de- 
partment store advertising vol- 
ume, and 1,873,106 more lines, 
or 112.8% more, than they placed 
in the News. 


News, then first in volume, led 
the Tribune by 424,601 lines, or 
14.0%. Moreover, in the 1932- 
1942 period, the Tribune gained 
509,783 lines of department store 
advertising, or 16.9%, while the 
News sustained a loss of 1,787,- 
924 lines, or 51.8%. 
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Tenney Advanced 

George C. Tenney, editor of Elec- 
trical West, San Francisco, has been 
elected president of the McGraw- 
Hill Company of California, and will 
head Pacific Coast publishing activi- 
ties of the McGraw-Hill organiza- 
tion. He succeeds Howard Ehrlich, 
executive vice-president of the 
parent company in New York. 


To Army Publicity Post 

P. J. Salter, who recently re- 
signed as vice-president and gen- 
eral manager of Sun Publishing 
Company, has become head of 
Canadian Army publicity and pub- 
lic relations, attached to the War 
Information Board at Ottawa. 


5000 WATT 


: Voice 

- of the 
ae =6=—ss Tri-Cities 
Affiliate: Rock Island ARGUS 
MUTUAL NETWORK - 1270 KC 


Trade Commission 
Hits Advertising 


of Folger Coffees 


Rayon Labeling, 
Ipana Copy Also 
_ Are Assailed 


| 
Washington, D. C., Nov. 4.—Two 


of the largest coffee distributors 
| serving territories west of the Mis- 
sissippi River were named this week 
| in Federal Trade Commission com- 
plaints charging false representa- 
tions in their advertising. 

They are J. A. Folger & Co., Kan- 
sas City, a Nevada corporation, 
which markets Folger’s coffee east 
of the Rockies; and J. A. Folger & 
Co., San Francisco, a California cor- 
poration which distributes the prod- 
uct in the Pacific Coast territory. 


The Kansas City company is 
| charged with advertising falsely 
coffee comes exclusively 


| that its 
from tropical America, rather than 
| Brazil; that it is grown on moun- 

ain-top plantations over 5,000 feet 


above sea level, while competitive 
brands are not mountain grown; that 
it possesses the rarest and richest of 
all flavors, and that other coffees are 


| “ordinary” by comparison. 


Letters Are Criticized 


The complaint charges that the 
brand is no more mountain grown 


| than others, and that the altitude at 


which coffee is grown is not neces- 
sarily reflected in relative quality. 
The complaint also charges mis- 
representation in claims that letters 
praising Folger’s coffee were ‘“unso- 
licited.””. These letters, according to 
the FTC, were obtained in prize 
contests in which contestants were 
asked to write on the economy ef- 
fected by use of the coffee. 

The complaint against the San 
Francisco company terms as “false” 
the representations that Folger’s 
coffee is conducive to health; bene- 
fits the nerves, stomach and diges- 
tion and does not cause dullness; 
and that the use of other coffees 
may result in unpleasant conse- 
quences, including, in certain cases, 
inability to sleep. The FTC also 
disputes claims that the coffee 
comes from Central America, and 


|is grown on high land, and that the 


quality of the coffee is dependent, 
solely, on the altitude at which it 
is grown. 


oONOVE) 


be/) aS bus 4 


talk with Sonovox, 


Six months ago, Alvino Rey's Orchestra was 


plenty good, but hardly different from several 


other top dance bands. 


Then Alvino Rey heard Sonovox, and de- 


termined that he would teach his singing guitar 


to really sing words! 


Now Alvino Rey and his singing guitar are a 


smash hit eagerly picked up every night’ by 


millions of listeners 


tirely disembodied voice of the 


gets a great many requests for * 


from “his” mystified fans! 


Alvino Renu plays his famous electric 
guitar, while lovely Louise makes it 


and “Stringy.” the en- 


‘his” autograph 


-— 


bir, James L. Free 
President 
Wright-Sonovox, Inc, 
eng 


Chicago, Illinois 


Dear Jim: 


As you know, it wag jus 
maat ing SONOVOX to create my 
erounld the countr 
what 


Tou know, of course, 


autograph. Even the boys 
were one of the gangt 


While this letter can on 
I am with Sonovox 
one 
@55 and that we 


Best regards, 


SS) 


turn to the Astor Hotel 4 


that th 4 

ie ph ome song is built around the 

in errangements with the King Siste = mig: ne 

been so effective that we 

number of these arrang 
gZenent 

String, cone rey to satisfy the requests for then. 

&@ personality that fans will 


ly partially tell you h 
5 i one oun te ts y ow delighted 


of the major contributions toward the band! 


certainly sb 
long a8 we are in wa continue to use SONOVUX as 


in the bend talk about him as if he 


ALVING REY 


ANO MIS Oacnestms 


October léth, 1942 


180 North Michivan Avenue 


t six months ago that I st 
ted us- 
"singing guitar", N red 
" ® New York colesnies te 
Y Playing in theat 
an important part Sonovox ie chant 4 ed I — 


after an extensive trip 


Sying in my band, 


using SUNOVOX effects on every 


isters and Bill Shallon ha 
8 
have hid to constantly increase the 


comedy character, has become such 
many times ask for him for his 


now that we consider it 
8 recent suce~- 


erely, 


Sonovox can personalize and dramatize and 


sell your product just as easily and efficiently as 


it has done all these things for Alvino Rey's Or- 


chestra 


Curme Shoes 


waukee 


guitar, actually 


Road 


for Lever 


Colgate’s Vel and Palmolive 


several others. 


will be no obligation, of course. 


Bros’. Lifebuoy Soap—for 
for Feltman & 
for Bromo-Seltzer—-for the Mil- 


for Fould’s Macaroni, and for 


How about letting our top-notch Production 


Department work up some ideas for you? There 


Address the 


nearest office shown below. 


2 WRIGHT-SONOVOX, INC. 


CHICAGO . 


“Talking and Singing Sound” 


.. NEW YORK .... HOLLYWOOD 


FREE & PETERS, INC., Exclusive National Representatives 


CHICAGO: ih) \ Michreon 


Franklin G474 


Plaza 8-41 41 


NEW YORK: 95> Part Ave 


SAN FRANCISCO: Sutter 


Sutter 4455 


HOLLYWOOD: 


Gladstone $949 


12 N. Gordon ATLANTA: (2: Palmer Bidg 


Main $667 


'RAYON LABELING 

IS CHALLENGED 

Washington, D. C., Nov. 4.—The 
FTC has charged the American 
Viscose Corporation, New York, one 
of the largest producers of rayon 
yarn, with misrepresentation in 
authorizing textile manufacturers 
and converters to attach labels 
bearing the “Crown Tested” slogan 
to their products. 

The purchasers agree, according 
to the FTC complaint, that they will 
not attach the labels to any goods 
containing American Viscose rayon 
until samples have been tested and 
approved by the Better Fabrics 
Testing Bureau, official laboratory 
of the National Retail Dry Goods 
Association. 


No Recognized Standards for Testing 


The complaint alleges that the 
corporation in its advertisements 
and by using such labels, falsely 
represents that “Crown Tested”’ 
terms are independent marks of 
quality and identification applicable 
to all rayon products whose rayon 
content conforms to certain quality 
or grade requirements. Also that 
all of the fabric in every article so 
labeled has been tested and ap- 
proved in accordance with and has 
met the specifications recognized by 
competent authorities as being ade- 
quate; and that “Crown Tested” 
products meet recognized consumer 
standards and have been tested by 
an independent laboratory, comply- 
ing with fixed and definite stand- 
ards. 

The FTC asserts that there are 
neither recognized standards for 
testing rayon products, nor adopted 
consumer standards for testing and 
grading rayon, and that products 
bearing the labels have not been 
tested or approved by an independ- 
ent laboratory. The commission 
furthur alleges that some of the 
labels bear on the back, invisible 
to purchasers, other words indicat- 
ing the nature of fibers other than 
rayon also used in the manufacture. 
Cloths bearing these labels, accord- 
ing to the complaint, have been na- 


| tionally advertised by American 
| Viscose as “Crown Tested Rayon 
Fabrics.” 


FTC CHARGES IPANA 
WITH MISREPRESENTATION 


| Washington, D. C., Nov. 3.—The 
|Federal Trade Commission has 
charged the Bristol-Myers Company 
and two advertising agencies, Ped- 
lar & Ryan and Young & Rubicam. 
with misrepresentation in the adver- 
tising of Ipana tooth paste. 

Singling out the historic “pink 
toothbrush” claim as well as impli- 
cations that use of the product wil! 
give “a beautiful smile” and _ in- 
crease popularity as foundations fo: 
a complaint, the FTC stated tha) 
a beautiful smile or increased popu 
larity are dependent upon man: 
factors which Ipana could not i: 
fluence. 


“No Therapeutic Values” 


The complaint held that Ipan: 
has no substantial therapeutic prop 
erties in preventing the bleeding o! 
gums, and that there has been n 
diet change among American peo- 
ple to cause such conditions. The 
complaint also charged that the 
respondents have misrepresented 
the number of dentists who use and 
recommend Ipana. 

“The number of dentists using 
and recommending the product t 
their patients is not indicative of 
the number who actually chose it,’ 
the complaint held, “for the reason 
that the product has for many years 
been distributed lavishly and gratui- 
tously among dentists and its use 
in the profession is attributable t 
this practice.” 


Wayne Maintains Drive 

Wayne Pump Company, Ft 
| Wayne, Ind., will continue its ex- 
| tensive business paper campaign in 
| 1943, and also its schedule in Busi- 
|ness Week and The Saturday Eve 
|ning Post. Fortune has been added 
| to the list of general media. Bonsi! 
Advertising Agency, Ft. Wayne, 
i; handles the account. 


Office of the Quarterma 


part of materials handli 


Being as far-sighted as t 


There can no longer b 
planes and gliders born 
will revolutionize our pr 
tribution systems. 


In his article in the October issue of D and W, 
Matthew W. Potts, Materials Handling Coordinator, 


ster General, says there is a 


need for the standardization of truck and trailer body 
floor heights and load capacities, based on the premise 
that motor transport equipment is just as much a 


ng as are the functions per- 


formed by industrial equipment. 


he other editors of D and W, 


he envisions the necessity for, and recommends the 
coordination of road transport, handling equipment 
and airplane manufacturers, because— 


e any doubt that the huge 
of the necessities of this war 
esent transportation and dis- 


Many of the truck and tractor-trailer operators have 
already decided to cooperate in the development o! 
Air Cargo instead of attempting the impossible as t!ie 
railroads did in their case. 


Now is the time for the automotive industry to get 
behind this coordination program which is so vital to 


the future growth of the fleet owners they serve. 


PUBLICATIONS, INC., 100 East 42nd Street, New York 
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WARTIME SPURT 


Getting Enough COFFEE? 


Cepeo CEREAL S THE aNOwER TO Ye 
PROBLEM [T WILL MAKE TOUR SUPPL 
g ° REGULAR COFFEE REACH FARTHER —- 
LOWCER = (T WILL CIVE YOU a8 EXCELLEN 
NG FULL FLAVORED SATISFYING DRINK —_ 
og ACCORDING TO THE FOLLO’ 
eee ® TYPES OF COFFEE CaN 
Po USED CEPRO CEREAL MAY BE USED 
G ALONE WITH GRATIFYING RESULTS ) 


<ceree come. + Cate ne a (HPOO CHEER — Ome me Cotten 


ee on ot atiae mene ~ 


' 
' 
ah 
' 
i 

RECIPE NO. | RECIPE NO. 2 


oo cee ot 
© eetmngeen 


6 mame 
tO Ms were CHRO CHEEA ane artes Menage 
moe penne were penny ie ale bene 


: oy tind 


CALL FOR CEPRO CEREAL AT YOUR LOCAL GROCERY ’ 


Proceed ond Roasted + Drstrbeted by 


RAHR MALTING C9. | PLUMB&NELSONCO. | 


| 
MANITOWOC WIS mamvewer. Wu. | 


; 
; 
f 
f 
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The current coffee shortage has boosted 
sales of Cepro Cereal, roasted barley 
product made by Rahr Malting Co., 
Manitowoc, Wis., for the past 50 years. 
The company, currently promoting the 
product in newspapers, advertising, plans | 
to increase production if the sales 
warrant. 


‘Save Coffee’ 
Drive Continues 
in Coast Dailies 


San Francisco, Nov. 4. — Despite 
rationing and wartime uncertain- 
ties, M. J. B. Company plans to con- 
tinue with its fall and winter ad- 
vertising campaign in 20 Pacific 
Coast newspapers for M. J. B. 
coffee. 

In recognition of the limitations 
on current coffee supplies, the new 
series Was originally designed not 
only to sell M. J. B. coffee but also 
to do a necessary job for grocers 
and the entire industry by urging 
moderation in the use of coffee to 
prevent further shortages. The ad- | 
vertisements urged voluntary self 
rationing and offered three rules | 
which, if observed by consumers in | 
general, would mean sufficient | 

ffee for every one. Coffee ration- 
ing was announced shortly after the 
series got under way. 

The initial 5-column by 168-line | 
advertisement was headlined: “One 
out of three won’t have coffee—un- | 
less we all drink 1/3 less!” Humor- | 
ous illustrations pointed the con-| 
ervation theme. . . Subsequent ad- | 
vertisements have been revised to | 
suggest how consumers can deal 
with the problems of rationing, and | 
how to cooperate with rationing | 
authorities. 

jatten, Barton, Durstine & Os- 
born handles the account. 


( 


Emery Speaks to 


Evansville Group | 

About 100 manufacturers and | 
retailers of Evansville, Ind., recently 
heard Carlyle Emery, vice-president 
of Ruthrauff & Ryan, speak on the | 
“Strategy of Advertising in War- 
time,’ at a banquet given by the 
Evansville Printing Corporation, 
publisher of the morning Courier, 
afternoon Press and the Sunday 
Courier and Press. 


Feed Millers 


subscribe to AMERICAN MILLER 
because it gives them not only the 
best mixed feed information but also 
an over-all view of the milling indus- 
try, That. in turn, is why AMERICAN 
MILL R carries more feed equipment 
advertising than all other feed papers 
fombined. And it is a perfect adver- 
‘sine vehicle for the ielen of ingre- 
dient. who want to talk to the actual 
‘eed processors. (The feed section re- 
velve. a dual circulation: 15,000 total!) 


AMERICAN MILLER. serving a 
lather to-son industry. is preparing its 
‘th \nniversary Edition—the January. 
43 odition. A year book of tremen- 
lous ind) permanent interest to the 
"ttire milling industry. 


Send for explanatory brochure. 


AMERICAN MILLER 


ily ABC paper and only audited 
‘relation in the milling field. 


3.0 S. Wells St.. CHICAGO 


| . : toys is in evidence, a holdover from 
_ Mail-Order Books the prewar era. The prominence 


accorded games shows the mail-| 
order merchandisers’ concept of 


\P V id Glim se what gasoline rationing and crowd- 
ro | e p |/ed transportation systems will mean 


from an entertainment standpoint. 


An official of one of the companies 
0 u e al ef pointed out that World War I was 
a bonanza for game-sellers, and that 
Chicago, Nov. 3.—A glimpse of both jig-saw and cross-word puzzles | 
what the 1942 Christmas market | Tose to popularity during the tense | 
will be like can be had from the | @@ys of 1914-18. 
Christmas books of the two mail- Books Are Smaller 
order titans, Sears, Roebuck & Co. 
and Montgomery Ward & Co., which Both books are somewhat smaller 
were sent out last week to some 12 than those of last year: Sears’ is 210 
million customers. pages against 212 a year ago, Ward's 
Wooden toys, games and gifts for) is 160 pages against 172. The Sears 
service men highlight both catalogs, book, however, appears in reduced- 
but a surprising number of metal) size format, somewhat like Reader's 


| Sears advertises plastic jewelry and “Blind” Copy Continues 


Digest, and this accounts for its|$8 per ounce. The company sells 
comparative bulk. dolls that cost as much as $22.95. 
Both catalogs feature innovations. 


devotes space to the promotion of}! The perennially - interesting 
war bonds. Ward has a new sec-|«plind” items are also continued. 
tion promoting delicacies, including Ward shows several pages of wrist 
— —s perl —— Wisconsin | watches identified as being of 
cheese and smoked turkey. “famous radio advertised quality.” 
A Ward official pointed out that ' na item pare 
es The text indicates the = selling 
the Christmas book follows the ee 
‘oper send - | method: “We are not allowed to tell 
trend established in recent catalogs. | — an ts che mia tid 
Competitive selling—at least as Aes im sags “~ os : ms genes os 
characterized by large headlines these watches are the same quality 
and emphasis on price — has been | #5 those nationally advertised on 
virtually removed from Ward's the radio and in magazines at about 
book. The trend to upper price| twice Ward's prices. For example, 
brackets continues. Last year, for|545 TC 8528 (the catalog order 
example, the highest-price perfume| number) sells for $19.75 here, but 
promoted in the book cost $1 per} for $39.75 under the manufacturer's 
ounce—this year the top is $7 and| name.” 


THE POWER 


PUTS 30,107 NAMES ON 


. PROUDLY AND PROMPTLY did Clevelanders respoml, when 
back in May THe Press invited parents, brothers and sisters to 
come down to the newspaper office and inscribe, in a giant volume, 
the names of men and women serving in our armed forces. 


pA FAMOUS JAN STRUTHERS, author of the book and motion 
picture Mrs. Miniver, is but one of a score of visiting celebrities 
who have left their imprint on Cleveland’s Honor Roll. To date, 
30.107 people have patiently waited their turn to record their 
names in this historic volume. 


4. WHEN PEACE COMES ‘Tit: 
CLEVELAND Press will invite 
all Cleveland to attend a great 
civic celebration in Cleve- 
land’s Public Stadium, On this 
triumphant occasion, with at 
least 100,000 people present, 
the Mavor of Cleveland will 
make the final entry in the 
book by writing boldly the 
word “V ictory”. The volume 
will then be glass encased in 
Cleveland’s nationally known 
Main Public Library so that 
future generations to whom it 
is dedicated may see the 
names inscribed therein. 
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“CLEVELAND IS A NEWSPAPER MARKET’ 


OF PRESSTIGE 


CLEVELAND’S HONOR ROLL 


_ a FIRST TO SIGN his name was Cleveland’s popular mayor, 
Frank Lausche. Immediately following, hundreds stepped forward 
in order that they might be among the first to receive the blue- 
starred service pins given to all signers of the Honor Roll. 


THE CLEVELAND NEWSPAPERS have but to throw out 
a hint that this or that would be a fine thing for the 
city and the whole town responds instantly and whole- 
heartedly. 

Because of the influence of its papers, Cleveland has 
an enviable record in selling War Bonds, raising money for 
The Community Chest and Red Cross, rounding up serap 

—yes, even in settling political issues. 

Such dog-eared words as confidence and loyalty don’t 
quite fit’ this relationship that exists between ‘THe 
CLEVELAND Press and its readers. A better word might 
well be— Presstige. What it means is not only power to 


do good; but power to move goods. 


With its circulation the largest in its history, The 
Press today rates a high place on any newspaper 
honor roll. Two-thirds of this circulation is home 
delivered. The full force of it is ready to get 


behind any worth-while idea, product or service. 


Cleveland Press 


we ey 


Po eC | 
ee ee a SS ee f, a) 
_ 
es é 
: 
«ae 
z i ! 
|. TRADE MARK REG. U.S. PAT. OFFICE rae vit 
RO CEREAL ws» premsum product of the maltsters’ art hacked by the shill end trediiee of mere ee , 
: hell © contery ft es therenghly Amercoe product manutectured trom Bier Ritter Quelty ati =a 
| aretally selected and sbilltelly carried through the complete malting provees tw temenhed $ ce: wl 
: anncally comatracted roasting ovens whoch smpart to ss dvhghtts! aroma und + pleanme B 5 : 
w CEPRO CEREAL ws pore malt product which devs met contam cheery cattem sor adm OE Eas 
a : a 
7 
Se y " oe ‘ “g 4 
age ae ee 
- - an © - re a ie .. 
ae 
a sei od. 
i. 2 
, ee 
Se. ge 
a y 
b! %* 4 —_— = 
= his oy id i U . Pr. . s : A e ; rf ig 
a 2 a: > eo * rm ihalane Dio ace ee fe. 2 " ae tec i prs ten = 
- aX Vay hon a wT vs a ee . a oy ee toe ee ae se . 
‘ \ m4 ¥ gee = “ Os = nee Pee mS ae ee ne Pe Dense a : ae te 
‘ ee a , i: a a F we Bei ; one : Een a *. el ve bare . ae a igi ees: <i “ ee ee a . poe P yan = a 
- ae => Pt ao Fie eS eee cial = 
4 “ ¥ | bs — oe ore ‘ 4 : - '" in : oF i = oad i 
ee ~ SS - ae ape . 3 a “ss es — . > 4 r 
# isha =. e . : ee | eee <r ay | ‘ ? 4 , Mi 5 
ae cag el - Ay a. er a . sr ae bi . & ¥ of . 
“ae li ie E “eo ; - a: pen = _" & oe ~ : ° A 
oe Sa! a eee sia a a 4 i oe 
a ee ice 5. a. ae nt “| Spe ee —-~ = / eg. i 
q™=.. » can \ <2 Rp ae ie a: a ai | ae } ne 
, uf ~ “, @s | es MRK ty Oe 4 “* a») ised ihe Lo mS ad ii nes iy es / lode . eles a 
ne = “A Ss om 7 + outta = er ae ae ae ; oe a 
) * — eo 2 $ - ve A ee ® re ‘ . . . ; a 
A XM » oe 
(en . a 7 ma a 
ieee : 
1 - logs a et 
/ Rs: ’ = 
ee 
oo a 
ro a 
=F SS ‘ 3 
2 “ - o — ; E 
= ci he Ge * a aes aise a jae * . - i ale ll 
i | eee. lb — . Se aes 
| ee | pa" oe : ¥ 
3 so pa ~ <r a, . » ig. io. 2 See 
: ie ae wa oc a oe . —~ oe 
5 * * 4 K > ; . _ at, 
a ee . Ath: ee 
ee a | 72 
Pe a ee EC 
, Os - See 
fis i eS ; poe” 
4 ; 7 0 ' - e : os an 
c | : 4 ei - “ i =f ie ’ 4 
| | ee , / we 
* ns i% S ae i 
ot cm | P * 
a, 
a re 
r eee 
] ’ os es 3 
x = SNA cha ma Sy i eee ee 
: if ‘ r 
; | Se : ® 
ar F a a ae Be : 
Pee o “ae sain Pe re 
( yf : 
. ne SSS SSS “_ 
ne Pa 
—— SS . Ti pean Pay of » m vi % . ; wt , 7 | 
-- : 
yet ‘ 
to — re 
U} Ss Lae 
ee mak 2 ‘e Se BS 5 tan 
i “a 4 Be ee oe 


2 


¢O 


24 


ADVERTISING AGE 


November 9, 1942 


Gregg to Red Cross 

The board of directors of the 
Cigar Institute of America, New 
York, has granted Albert H. Gregg, 
president, an indefinite leave of 
absence so that he may assume new 
duties with the Red Cross in Lon 
don. Everett Meyer, institute vice- 
president and president of Webster 
Eisenlohr, Inc., will take over Mr. 
Gregg’s administrative duties during 
his absence. 


“['m curious to try any product 


WFDF, 


sold by 
Michigan.” 


that can’t be 


Flint, 


|signatures of all 


New York Stores 
in Cooperative 
‘Shop Early’ Drive 


New York, Nov. 2.—Thirty-eight 
leading stores here launched a co-| 
operative “Shop Early, Carry oe 
Own” Christmas campaign this 
week, using seven-column_inser- 
tions in all standard size newspap- 
ers and full pages in the tabloids. 
The program was coordinated by 
the New York Retail Dry Goods As- 
sociation. 

Keynote of the drive which has 
been created to meet a 25% cut in 
delivery mileage and _ anticipated 
increase in Christmas buying with 
sharply curtailed personnel, will 
be conservation of 


war program. The campaign 
opened with a joint appeal over the 
stores participat- 
ing, introducing the slogan “Rule 
for a Wartime Yule. . . Don’t Delay! 
Buy It Today; Carry It Away!” and 
will be succeeded by two more sim- 
ilar insertions. 

Advertising for individual stores 
will feature the campaign and illus- 
trations will show small articles be- 


ing carried, gifts being wrapped, 
and packages being mailed. Each 


rubber, gas | 
and transportation facilities for the | 


store has prepared posters, small 
elevator cards, sign toppers, display 
cards and departmental displays to 
show pre-packed merchandise with 
a sign emphasizing the compactness 


RULE rn WARTIME YULE: 


DON’T DELAY! 
BUY IT TODAY! 
CARRY IT AWAY! 


of the 


package and the 
“carrying your own.’ 
The program has been endorsed | 


ease of 


by William M. Jeffers, rubber di- 
rector of the War Production Board; 
Joseph B. Eastman, director of the 
Office of Defense Transportation; 
Leon Henderson, chief of the Of- 
fice of Price Administration and 
Elmer Davis, director of the Office 
of War Information. 


AWEK AWH/ 


@ AIR-WISE ADVERTISER? 


Some call it “air force”—to others it’s simply 


KMBC advertising. At any rate, it’s the power 
that sends sales soaring higher and higher in 
the Midwest these days. When you take off 


with KMBC, you go places because you've got 


the services of by far the largest radio staff in 


Kansas City 


the Winner” 


. the highest quality in pro- | 
grams and production . . . the strongest, most 
consistent promotion . . . and of course, the 
assurance that KMBC leads in Kansas City 
listeners more often than any other station. 
Fact is, KMBC measures first in this area by 
nine standards of station superiority. For a 
quick flight to sales heights, call in a Free & 


Peters man and reserve space on this “9 Way 


station. From then on... it’s 


happy landings! 
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FREE & PETERS, INC. 


CBS BASIC NETWORK 


This diary 
vertising men. 
of any kind. 


October 26. In this time 
found emotional 


of pro- 
tension it is nat- 
ural that there should be a reach- 
ing for lofty themes in advertising. 
But I wonder whether we may not 
be overdoing it. I observe (1) that 
at the very time when cloth needs 
saving, women all the way from 
Vogue to Montgomery Ward develop 
a cape style of wearing coats which 
flaunts the 
(2) that even the boys on the bomb- 
ing fronts still want to know the 
sports scores; and (3) that most 
of my middle aged friends are still 
worrying about their waist lines. So 
maybe the homely things are still 
worth dealing with. As the beer 
people say, morale is a lot of little 
things. 


uselessness of sleeves; 


October 27. Lunching with a pub- 
lisher, we talked about the rise anc 
fall of different magazines over the 
last quarter of a century. Perhaps 
nothing else illustrates so well the 
economic maxim that “wealth is a 
flow and not a fund.” Successful 
publishing properties are built by 
men with dynamic instinets for the 
flow of things Their decline be- 
gins when they fall into the hands 
of corporations controlled by count- 
ing house brains, whose instincts 
are for preserving the funds. This 
stops the flow, and the wealth seeps 
away, no man knows how. 


Telephoned by a 
and eat some 
brought 


October 28 
mighty hunter to come 
pheasants which he had 


home from North Dakota, but had 
to take a train out of town instead. 
I never cease to be astounded at 


the relatively high percentage of his 
income this man will spend on his 
hunting trips and equipment. The 
worst nickel pinchers IT know are the 
same when it comes to any hobby 
If I wanted a business that would 
withstand the fall of empires I think 
I would pick one in the hobby field. 


October 29. Made a presentation 
to a prospective advertiser who 
wants to start a new brand in an 
already well supplied field. But it 
is a field which is slowly expanding 


The Diary of an Ad Man 


embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 
It is presented in ADVERTISING AGE weekly, 
exactly as written, without benefit of “editorial direction” 
The author is glad to receive comment, but 
cannot answer letters, except as he may find it appropriate 
to do so through the column. 


through natural causes, and it is 
probable that another brand can find 
a place in it. Especially if, as I 
suspect is true in this case, the cost 
of entry is reduced by the present 
tax situation. i 


October 30. Now comes the open 
season for the great American sport 
of speech making. Invitations to 
make speeches and to listen to 
speeches pour in. Personally, I like 
to hear myself talk. I like that 
first moment when I wait for the 
audience to coalesce and come to 
me. And I like that last moment, 
when they are held in suspense on } 
a high note, and then dismissed to 
the relief of applause. It is only | 
the birth pangs I know I will have 
in preparing a talk which keep me 
from indulging this taste for histri- 
onics, 


October 31. Returning from the 
movies this afternoon I thought how 
like they are in some ways to ad- 
vertising. The exaggerations which 
people complain of in both are not 
so much due to an intent to de- 
ceive, as they are to a lack of skill 
in striking the true note. Camera- 
men and admen alike live too much 
on the surface of their callings, and 
lean too heavily on the tricks of 
their trade. Only as they send their 
roots down into the subsoil of life 
itself do they learn not to do vio- 
lence to its integrity. 


November 1. Read with interest 


that piece in the Reader's Digest 
about long range weather forecast- | 
ing. I have noted before the impor- | 
' 
| 


tance of factors affecting receptivity 
to our messages, and weather is 
probably one of the important ones 
We all recognize this when a dealer 
puts up a window sticker for rain- 
coats on a rainy day; or when Aunt 
Jemima says “lI’se in town, honey!" 
on a frosty morning. But I suspect 
that if careful records were kept of 
variations in weather and advertis- 
ing response, they would be found to 
correlate on a good many more prod- 
ucts than we think. 


Baby Quarterly 
Set for Spring 
Introduction 


New York, Nov. 4.—Capitalizing 
on the new crop of babies 
sprouting all across the country, 
Allied Purchasing Corporation has 
signed a contract with Shaw Publi- 
cations, 500 Madison Ave., to man- 
age and produce a new quarterly 
called “My Baby.” 

The magazine will be distributed 
through the 60 stores of the Allied 
group; in addition, the publishers are 
signing up additional stores in cities 
where there are no Allied outlets. 
The spring edition, which will ap- 
pear in February, is expected to 


| mother 
years old. 


|a Sears, 


now | . 
| manager for a number of Midwest 


|companies making baby merchan- 


of children from two to six 


The publisher of ‘““‘My Baby” is D 
Minard Shaw, for a number of yea: 
Roebuck & Co. executive, 
and widely-known in advertising 
and publishing circles. For the pas! 
three years he has been eastern 


dise. 


Peace Joins Norman 


Thomas G. Peace has resigned 
from Atlantic Electrotype Compan) 
where he has served in an executive 
capacity for the past 14 years, to 
become manager of the new stereo- 
type and matrix division of Nor- 
man - Dohm - O'Flaherty Compan) 
New York. 


reach more than 100,000 circulation. | 


The quarterly will be 64 pages in 
size, with many 
cover in three colors. 

The magazine is tailored particu- 
larly for the expectant mother, but 
is also for the new mother and the 


To Roche, Williams 


illustrations and/| 


Ellis Travers has resigned as vice- 
president in charge of new business 
for Ruthrauff & Ryan, New York, 
to join Roche, Williams & Cunnyng- 
ham, Chicago. 


GOING-GOING-GONE! 


" UNSOLD SPACE IN STREETCARS 


TO INSURE YOU 
GETTING SPACE 


OR YOUR CLIENTS 
NOW AVAILABLE 
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Federal Funds for 
Postwar Works Available 
Advocating immediate planning 
of postwar public works, Brig. Gen. 
Philip B. Fleming, administrator of 
the Federal Works Agency, in an 
address before the annual confer- 
ence of the American Municipal As- 


sociation said such planning now | 


would get most of the preliminaries 


out of the way before the end of | 


the war with blueprints drawn and 
specifications written. All council 
approvals and bond issues should 
be voted if necessary, and where 
federal assistance is needed ar- 
rangements will be made for it, so 
the work can move ahead at the 
earliest possible date. 


1 * * 


Confident that South America is) 


going to offer an excellent market 
for postwar business, three Pacific 
Coast manufacturers have engaged 
a special representative to carry on 
development work. The companies 
are Willamette Hyster Company 
and Electric Steel Foundry Com- 
pany, both of Portland, Ore., and 


Pacific Bridge Company, San Fran- | 
Samuel Haskell of Buenos | 


cisco, 
Aires, for 15 years manager of the 


Texas Petroleum Company, is the | 


representative. 
ok * * 

“Telephony” predicts numerous 
changes in telephone design during 
and immediately after the war. One 
new telephone now has all the con- 
necting wiring embedded in a 
plastic base with only terminal ex- 
posed. A new dial also has a trans- 
parent plastic finger plate which ac- 
centuates the modern note in design. 

* * ok 

Westinghouse Electric & Mfg. 
‘ Company is sponsoring a “Science 
Talent Search” among high school 
students. Forty of the most tal- 
ented science students singled out 
by school principals and teachers 
will attend a five-day Science Tal- 
ent Institute at Washington next 
; February at which some $14,000 in 

scholarships will be awarded. The 


objective of the search is to dis- 
: cover and foster the education of 
' boys and girls whose scientific skill, 
: talent and ability indicate potential 

creative originality and warrant 


scholarships for their development. 
The company feels that the project 
also will help to make the Ameri- 
can public aware of the role of sci- 
j ence in the war and in postwar re- 
construction. 
e * * * 

Believing the popular interest in 
postwar reconstruction in the United 
Nations has not been adequately 
met by informative studies, the 
Twentieth Century Fund has en- 
gaged Dr. Lewis L. Lorwin, noted 
economist, to make a study of post- 
war activities now under way in 
< these countries. Dr. Lorwin will 

draw upon official statements of 
ie governments and government offi- 
Cials, as well as responsible private 


at a low cost. 


Hartford. 
® rate 


m rate for 
wl advertisers. 


whether national, 


regional or local. 
Basic for 
Connecticut. 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
RALPH O. McGRAW 


) organizations and individuals, to in- 


dicate war aims and postwar plans | 


of Great Britain and the individual 
nations of the British common- 
wealth, the Soviet Union, China, 
India, Latin America, the principal 
governments in exile, and 
United States. 


| Renames Division 


The merchandising division of 
Westinghouse Electric & Mfg. Com- 
pany, Detroit, has been renamed the 
electric appliance division. 


Iverson Takes New Post 


Alvina Iverson, formerly foods 
editor of the Chicago Daily News, 
has been appointed foods editor of 
Country Gentleman and director of 
the magazine’s modern kitchen. 


the | 


Barnett toned ¥,' V. P, 
of Sherman & Marquette 


J. Allen Bar- 
nett has been ap- 
pointed vice- 
president of! 
Sherman & Mar- | 
quette, Chicago. 
Mr. Barnett is 
account execu- 
tive for the Col- 
gate - Palmolive- 
Peet products 
handled by the 
agency, and sup- 
ervises the new 
Al Jolson 


| 
J 


J. Allen Barnett 
Colgate tooth 

powder and Bill Stern’s_ sports 
newsreel on NBC for Colgate shave 
cream. He formerly was associated 
with Benton & Bowles in New York. 
Herb Polesie, formerly director 
of the Bing Crosby show and other 
network programs, has been named 
producer of the Al Jolson show and 


radio director of Sherman & Mar- 
quette, with headquarters in New 
York. 


‘tended tour of sea duty with the | Company 
|U. S. Coast Guard reserve. 


/Conn., and before that was assistant 


pro- | 
gram on CBS for | 


Rockwell Back t to Teen 


Reynolds G. Rockwell has re- 
joined the staff of O. S. Tyson & 
Co., New York agency, after an ex- 


NBC Promotes Kaney 


A. W. Kaney, veteran of more 
than 20 years in radio and an ex- 
ecutive of National Broadcasting 
since its central division 
headquarters were opened in Chi- 
cago in 1928, has been appointed 
station relations manager for the 
|central division. 


Corman to Philadelphia 
E. W. Corman, formerly national 
os 7 P jadvertising manager of the New 
Randau Joins ‘Sun |\York American, has been trans- 
a aa | ferred from Albany to the Philadel- 
P95 Be Page om Boga oe. | Phia branch office of the American 
é siness ani i rice- | ‘tun ti ct 
president of United Press Associa- Arbitration Association. 


tions, has been named wannes To Celebrate 100th Year 


manager of the Chicago Sun. 
Randau had been associated with The Michigan Farmer will issue a 
special centennial number early in 


United Press since 1919. 
/1943 to commemorate a century of 
{service to Michigan agriculture. 


W. L. Black Agency, Reading, Pa., Smith Sent to Detroit 
has been appointed to direct adver-| G. D. Smith, formerly Indiana 
tising of Hildick apple brandies for|sales manager for Climalene Com- 
Distilled Liquors Import Company,| pany, has been transferred to De- 
New York. Newspapers, magazines |troit to direct sales activities of the 
and business papers will be used. | company in Michigan. 


Mr. 
Rockwell formerly operated his own 
advertising agency at New Canaan, 


to the advertising manager of E. I. 
Du Pont de Nemours & Co., Wil- 
mington, Del. 


Distiller to ore 


- 
—— ’ 
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To Lewis & Gilman 

Harold G. McCoy, 
ciate director of public relations for 
N. W. Ayer & Son, Philadelphia, | 
has been named director of public 
relations of Lewis & Gilman, =| 
delphia. 


Roy Hunter Joins Joins Agency | 

Roy A. Hunter, advertising coun- | 
selor, Vancouver, has become affili- 
ated with Stevenson & Scott, Mont- 
real and Toronto, and will represent 
the agency in western Canada. 


Hicks Adds Account 


Hostess Frocks, Inc., New York, 
has appointed Hicks Advertising 
Agency, New York, to direct ad- 
vertising. 

BOOKLETS 08 

BETTER 

CATALOGS 

FOLDERS cost 
LESS 


SALES HELPS 


En CP 
Laurel IMPROVED OFFSET 


LITHOGRAPHY 
COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


j cently, the new 


ito the 


. ... Kimberly- Clark 


Introduces New 
Window Insulator 


Fast Growing 
Kimsul Line 
Gets Package Item 


Chicago, Nov. 4.—The Kimberly- 
Clark Corporation has added a new 
and dynamic factor to the already 
active residential insulation market 
by the introduction of Kimsul win- 
dow insulation. Offered only re- 
product has been 
received enthusiastically by a host 
of new distributors, including de- 
partment and hardware stores. 

Kimsul, the Kimberly-Clark in- 
sulation material, has been coming 
fore with great rapidity 
within the past few years, its sales 
having gone ahead each season at a 
rate which has placed it among the 


|leaders in one of the most highly 
competitive 
| building 


fields in the entire 
materials industry. The 
new product, which does not require 
expert installation, 


but can be used | lation service, 


without difficulty by the average 
householder, gives the company an 


| added starter which is expected still 


further to improve its position in 
the field. 


Fills Wartime Need 


Introduction of Kimsul window 
insulation is based, of course, on the 
fuel situation and on the fact that 


in many areas householders faced 
with possible fuel shortages this 
winter are seeking through im- 


provement in their household de- 
fenses to maintain comfortable liv- 
ing conditions. While offered as a 
substitute for storm sash, it can also 
be used in addition to the latter, as 
well as provide effective blackoui 
service. 

Because of the fact that Kimsul 
window insulation is an over-the- 
counter item, sold without engi- 
neering or other expert installation 
service, Kimberly-Clark has forti- 
fied its dealers with a folder supply- 
ing complete information on the use 
of the product, and showing by dia- 
grams and explanatory text how 
easy it is to apply. These folders 
are being supplied to householders 
and thus far have appeared to serve 
the purpose effectively, as few diffi- 
culties in use have been reported. 

In addition to furnishing detailed 
information regarding window insu- 
the folder also em- 


East Texas, North Louisiana and South Arkansas is rightfully 


called the hub of the world’s richest oil and gas producing area. 


Here 30,000 producing wells are pouring black gold into the 


wide-open wallets of more than 300,000 radio families.* 


Here, 


too, is more than 300 million dollars of war construction ...a 
fast-growing livestock and agricultural market. Buy KWKH for 


| 4RAANSAS 


| 
|e SHREVEPORT 
| 


— LOUISIANA’ 


“CBS sets net doytime circulation 
ot 313,000 radio homes; net 
nighttime at 425,000 


Member South-Central Quality 
Network 


Ask Branhom Company for detoils 


dominant coverage of one of the South's richest markets... 
a market that has gushed new wealth for scores of KWKH 
advertisers. 


| fuel. 


INTRODUCING A NEW INSULATION _ 


To Keep Warm With Less Fuel 


install 


IMSUL._ 


REG. U. S. & CAN. PAT. OFF. 


WINDOW INSULATION 


more than wise economy to 


tor itself. When 
s installed on wind« 


Wao t ns KIMSUL 
fuel. The co yws, heat 


duty. Trains, trucks and tankers chat former! 


servanion of fuel so 


i o tor hom ¥ mg af } 1 
coal an tor e heating are jw Approximately $90 worth of fuel will keep a one 
work. As a consequence, many parts of the country story uninsulated house as warm as $100 did last 
face serious fuel shortages. Because of this, KIMSUL* winter 
WINDOW INSULATION was recently developed to P P 
Approximately $45 worth of fuel will keep a one 
help keep home comtortably warm with less fuel 
story insulated house as warm as $100 did last winter 
than used during peacetume A 
roximately $85 worth of fuel will two 
»scitute for storm PP’ $ mahhctge Sop Pry 


A practical and 
sash, KIMSUL WINDOW INSULATION cuts heat lo 
helps keep home healthfully 
And KIMSUL WINDOW 


nexpensive sul 


story uninsulated house as warm as $100 did laste 


through windows 
Approximately $80 worth of fuel will keep a two- 
story insulated house as warm as $100 did last winter 


warm though tuel-rationed 


INSULATION solves other vital wartime home problems 

when properly installed, « provides excellent blackout The above figures are based upon the supposition 

protection for your home. And minimizes danger that all windows are KIMSUL-«insulacted only half of 

trom shattered glass during aur raids the entire heating season. If windows are KIMSUL 
KIMSUL WINDOW INSULATION is manufactured insulated during entire heating season, deduct ap 

from the same high grade materials which have made proximately $10 co $15 from above figures 


of the most effective fuel 
savers in America — an insulation that 1s used from 
coamt 10 (Oast 

In reality, KIMSUL WINDOW INSULATION 1s a fuel 


KIMSUL Insulation one KIMSUL WINDOW INSULATION 1s remarkably sum 


ple co install. The following pages give easily under 
stood installation details. Read them and start your 
own tuel conservation drive ' 


KIMSUL WINDOW INSULATION 
is monutactured by 


KIMBERLY-CLARK CORPORATION 
Established 1872 
Building Insulation Division — Neenah, Wisconsin 


*KIMSUL (Trade Mart) mean: Komherly (lark Invelaton 


This is the front page of a folder supplied to dealers, and in turn distributed to 
home owners, explaining uses of Kimsul, new window insulation produced by 


Kimberly-Clark Corp. 


will keep a two-story uninsulated 
house as warm as $100 did last 
winter, and approximately $8( 
worth of fuel will keep a two-story 
insulated house as warm as $100 did 
last season. 


phasizes attic insulation and post- 
scripts a number of additional 
methods of saving fuel. The main 
Kimsul market, like that of othe 
insulation materials, will continue 
to be in the treatment of attics and 
other spaces which can be equipped 
to shut off the attacks of Old Man 
Winter. As a result of the fuel 
shortage and current aggressive pro- 
motion, insulation sales next year 
are expected to show great increases 
over the 1942 record. 


Folder “Tells All” 


The story of the need for finding 
out how to keep warm with less fuel 
is convincingly told in the Kimsul 
window insulation folder. 

“Today,” the company says, “it’s 
more than wise economy to save 
The conservation of fuel is 
now a patriotic duty. Trains, trucks | 
and tankers that formerly carried 
coal and oil for home heating are 
now doing war work. As a conse- 
quence, many parts of the country | of 
face serious fuel shortages. Because | sulation are given here. They, to: 
of this, Kimsul window insulation | will gladly help you solve the prob- 
was recently developed to help keep|lem of keeping warm with le 
homes comfortably warm with less | fuel.” 
fuel than used during peacetime.” The manufacturers thus endorsed 

Fuel savings are visualized by the|in Kimsul promotion are the Celo- 
statement that when Kimsul win- | tex Corporation, Insulite Com- 
dow insulation is installed, approxi-| pany, Johns-Manville Corporation 
mately $90 worth of fuel will keep, Masonite Corporation, National 
a one-story uninsulated house as|Gypsum Company, U. S. Gypsun 
warm as $100 did last winter; ap-|Company and Wood Conversion 
proximately $85 worth of fuel will | Company. 
keep a one-story insulated house as This type of 
warm $100 did last winter;| incidentally, is 
approximately $85 worth of fuel brought 


Lists Competitors 


Along with its promotion of insu- 
lation for attics and windows, Kim- 
berly-Clark is contributing to the 
fuel-saving campaign through dis- 
tribution of a booklet which not 
only describes its own products, but 
covers the whole field of household 
insulation and heat saving methods 
A striking departure from the con 
ventional type of promotion is the 
listing of other manufacturers o! 
insulating materials. 

This is explained by saying, “I: 
some cases it may be found that 
types of insulation other than Kim- 
sul may be better adapted to instal- 
lation in your home. For this rea 
son, names and addresses of 
the other manufacturers of i: 


somite 


service materia! 
reported to 
warm praise from 


as 


officia! 


have 


Eo = Mee 


SiGEN 


Railway Express provides fast transportation 
for the things the nation needs to win the war 
eo for vital home-front es 


AGENCY INC. 
-WIDE RAIL-AIR SERVICE. 
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COVERING THE FIELD _ 


IMPORTANT NOTICE 


KIMSUL® Blanket-type Insulation may be used for carry- 
ng out most of the fuel-saving suggestions contained in 
his booklet. KIMSUL Insulation, a product of Kimberly- 
lark Corporation, should be available from your local 
umber dealer, fuel dealer, hardware or insulation spe- 
alist. If not, write us direct 

In some cases it may be found that types of insulation 


ther than KIMSUL may be better adapted to installation 

your home. For this reason, names and addresses of 
»me of the other manufacturers of insulation are given 
ere. They, too, will gladly help you solve the problem 
f keeping warm with less fuel 


Menvfocturer Product 
The Celorex Corporation 
919 North Michigaa Avenue 
Chicago, Hieors Colotex 


The Insulice Company 

Busiders Exchange Building 

Minneapolis, Mina. Tavmlise 
Johas Manville Corporation 
22 East 400h Se 


New York City, N.Y TM Rock Wool 


Masonite Corporation 
111 West Washington S« 
Chicago, Minow Coll Blanket 
National Gypsum Company 

192 Delaware Avenue 

Buffalo, N. Y Gold Bond Rock Wool lauiatiow 
U.S. Gypsum Company 

500 West Adams Sireet 
Chicago, Mao 

Wood Conversion C y 
First National Bank Bidg 

St. Paul, Mina. 


Red Top Insulating Wool Products 


Baliam Wool Sealed laiulation 


*KIMSUL (erade mart) mean) Kimberly Clart In alanoe 


Kimberly-Clark Corp. won Wazhington 

praise for this page from its booklet, 

‘How to Keep Warm with Less Fuel,” 

by listing not only its new insulation, 

Kimsul, but insulation materials of other 
makers. 


Washington, which regards it as the 
sort of constructive’ information 
manufacturers should be dissemi- 
nating at this time. 

Frank L. Blake is advertising 
manager of the Kimberly-Clark 
Corporation. Lord & Thomas is the , 
agency. 


Edwards Advanced 
by ‘Prairie Farmer’ | 
James E. Ed- 


wards, who has 
been with Prairie 
Farmer, Chicago, 
for the past 28 
years, has been 
ippointed adver- 
tising manager 
of the farm 
paper. 
M Edwards 
erved as as- 
ciate advertis- 
ing Manager of 
the publication 


since 1925. c 


James ©. Edwards 


Buehl Joins McGraw-Hill 


William F. Buehl has resigned as 

istant director of research and 
sales promotion of Farm Journal 
and Farmer’s Wife, Philadelphia, to 
assist Franklin H. Johnson, vice- 
president, McGraw-Hill Publishing 
Company, manager of the Phila- 
delphia office. 


Curtis to Blackstone 

Mortimer Curtis, formerly ac- 
count executive with D. H. Ahrend 
Company, New York, has joined the 
copy department of Blackstone 
Company, New York. 


Joins Weintraub 


Mitchell Taylor, formerly in the 
copy department of McCann-Erick- 
son, New York, has joined the copy 
staff of William H. Weintraub & Co., 
New York. 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD | 
with a large section of Metro- 
politan New York's radio audi- 

ence is evidenced by— 


1 The feature boxes of news- 
Paper radio program pages. 


The large number of 
famous advertisers on the \| 


Station continuously year after 
year 


Ask for ‘Who's Who On WEVD”. .. 
sent on request. i} 
} 


WEVD | 
117-119 West 46th St., New York, N.Y. | 


— 7 


——$— 


‘Jackpot’ Program 
Keeps Attendance 
High in War Plant 


(Picture on Page 39) 


Seattle, Wash., Nov. 4.—In the 
old days, the pink slip and the long 
queue of jobseekers at plant gates 


were generally incentive enough to! 


make sure that workers punched 
the time-clock promptly and regu- 
larly. Nowadays, with production 
quotas set sky-high, every available 
worker signed up and employment 
agents beating the hinterlands for 
more, many a plant has hit on some 
promotion to make sure its em- 
ployes are present and accounted 
for when the new shift takes over. 

Such a program has been worked 
out by Webster-Brinkley Company, 
West Coast war plant. Using a point 
plan—one point for every five days 
of perfect attendance, and adding 
a bonus point for a month of per- 
fect attendance—workers who hold 


ADVERTISING AGE 


six attendance points become “At- 
tendance Aces.” 


Jackpot Is Thrill 


The thrill of bank night occurs 
at the end of the contest month, 
when “jack-pot” prizes of war 
bonds and stamps go to employe 
winners, and the more workers who 
have cooperated, the larger is the 
amount of money distributed. Prizes 
run up to $285 for employe winners, 
and departments range from $300 
to $800. The total amount for indi- 
viduals and department members 
may run to $1,600 a month. Depart- 
ment and individual contests run 
concurrently. Absences penalize 
both the individual and department. 
The individual total loses one point 
for each day lost. 


Agency Developed Kit 


The plan was worked out by 
Webster-Brinkley and its advertis- 
ing agency, Pacific National Adver- 
tising Agency, and a compact ad- 
vertising program, consisting of 
announcements of the plan, direct 


mail letters, broadsides, bulletins, 
posters and special jackpot fronts 
for time-clocks was used in the pro- 
motion. 

“We will be glad to make the 
plan available to other organizations 
faced with similar’ problems,” 
George Gunn Jr., president of the 
company, declared, asserting that 
the company believes it has found 
the answer to keeping workers on 
the job. 


Stanford Joins WPB 


D. K. Stanford, advertising man- 
ager of Wesco Waterpaints, Inc., 
East Boston, Mass., has been lent to 
the WPB as an industrial analyst in 
the protective coatings section of 
the chemical branch, for the dura- 
tion of the war. 


Carr to Gaines 


Kenneth L. Carr has resigned 
from Churngold Corporation, Cin- 


cinnati, to become sales promotion | 


manager of Gaines Food Company, 
Sherburne, N. Y., manufacturer of 
Gaines dog food. 


Tarrson to Rose 

Tarrson Company, Chicago, 
maker of Tarco products, has ap- 
pointed Charles Edson Rose, Chi- 
cago, to direct advertising. 


Ice Industries to Meet 


The National Association of Ice 
Industries will hold its 25th annual 
convention at the Sherman Hotel, 
Chicago, Nov. 10-12. The meeting 
this year will include an ice indus- 
try clinic and war conference. 


Wilson to Yeast Firm 


M. R. Wilson, formerly with 
Montgomery Ward & Co., has be- 
come sales promotion manager of 
Northwestern Yeast Company. 


THE WORLD'S BEST SPORTS WRITER 


MEANS THE WORLO'S 
BEST SPORTS READERS 


QUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


Your Hope: the Four Freedoms 


1,785,598* MEN AND WOMEN IN WAGE EARNER FAMILIES WILL 


KNOW WHAT THE FOUR FREEDOMS MEAN TO THEM. 


Do You? 


When Prime Ministers and Presidents talk about the 
Four Freedoms, it sounds pretty solemn... and perhaps 
a bit removed from the more concrete problems of 
life in war-time. 


You — and the wage earner families who read CLICK 
— will immediately feel the Four Freedoms in the pic- 
torial personalization on pages 3, 4, 5 and 6 of the 


December issue (copy on request). 


CLICK is edited in pictures for the wage earner fam- 
ilies. It personalizes this fast moving civilization for 
these hard working, busy people. 

This is the spirit of the mew CLICK. This is the spirit 
in which your advertising message will be received. 


This is why CLICK’s circulation is growing so fast. 


*Daniel Starch Readership Survey 
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November 9, 1942 


New Post for Jorda 


Joseph Jorda has been named for- 
eign sales and advertising manager 
for Mennen Company, Newark, 
N. J. Before joining the company 
as assistant export manager in 1938, 
Mr. Jorda held the same position 
with Gillette Safety Razor Com- 
pany for nine years. 


Edelbrew Has New Show 

Music, songs, sports news and 
celebrity interviews highlight the 
new half-hour variety show spon- 
sored by Edelbrau Brewery for 
edelbrew beer over Station WOR, 
New York, Fridays from 7:30 to 8 
p. m. Roy S. Durstine, Inc., New 
York, handles the account. 


To Kirkgasser-Drew 


Aircraft Accessories Company, 
Kansas City, Kan., has appointed 
Kirkgasser - Drew, Chicago, to 
handle advertising. A campaign in 
magazines and business papers will 
begin with November issues. 


NOW —190,000 NET PAID 


Shove Increase of 19°0—No Rate Increese 
FOR SAMPLE COPY. WRITE . 


OUTDOORS, 729 BOYLSTON ST. BOSTON, MASS: 


Chrysler Reports 
Production Record 


| 


[s on Schedule 


New York, Nov. 2.— Declaring 
that production of all of Chrysler 
Corporation’s war items is either 
on schedule or well ahead of it, 
K. T. Keller, president, said that if 
the required materials and ma- 
chines are made available on time 
the wartime record will be main- 
tained. 

The corporation, which now em- 
ploys approximately 75,000 workers, 
‘reports for the nine months ended 
Sept. 30, net income of $14,502,590 
compared with $29,460,848 during 
the same period in 1941. 
the six months ended June 30 were 
$8,770,005, against 
'the first half of last year. 


eo Foods Corporation 


General Foods Corporation 
| cently reported that earnings for the 


third quarter of the year totaled $3,- | 


133,423, compared with $2,987,927 
for the quarter ended Sept. 30, 1941. 
For the first nine months of this 
year, however, earnings were $8,- 


Profits for | 


$20,974,843 for) 


462,958, compared with $10,169,505 
for the same period a year ago. 

Despite the fact that sales of 
packaged food products during the 
third quarter declined from last 
year’s level, General Foods’ gross 
sales volume for the three months 
ended Sept. 30 was greater than for 
the same period a year ago. For 
the quarter just ended, sales totaled 
$57,287,334 against $46,666,038 for 
the third quarter of 1941. The sales 
increase was due to disposal of cer- 
tain raw materials. 


Standard Brands 

Earnings for the nine months 
ended Sept. 30 were $4,824,714, 
compared with $6,478,429 for the 
same 1941 period. 


Marshall Field & Co. 
Profits for the quarter 
|Sept. 30 were $1,231,773, 


ended 
against 


1941. 


Rudolph Wurlitzer 


Net income for the six months 


re-|ended Sept. 30 was $146,424, com- | 


| pared with a $532,196 profit in the 
six months ended Sept. 30, 1941. 
‘International Silver 
Net earnings for 
|}ended Sept. 30 were 


the quarter 
$250,655 


‘against $442,440 during the same 
period last year. 


General Motors Corporation 

Net profit for the quarter ended 
Sept. 30 was $35,718,910, against 
$42,997,929 for the comparable 
period last year. Earnings for the 
nine months ended Sept. 30 were 
$83,562,119, against $161,175,834 
during the same period a year ago. 


Texas Company 

Net profits for the nine months 
ended Sept. 30 were $26,458,117 
compared with $40,063,434 for the 
same period last year. 


‘Standard Oil of Cal. 
Earnings for the quarter ended 
Sept. 30 were $8,131,037, against 


$11,843,132 in the comparable quar- 
ter last year. 
'Sonotone Corporation 

Net income for the nine months 


$282,315 during the 
| period. 


Tide Water Associated Oil 

Profits for the nine months ended 
Sept. 30 were $7,466,445, compared 
| with $9,790,595 for the same period 
last year. 


same _ 1941 


-Nehi Corporation 
Earnings for nine months ended 
Sept. 30 were $797,555, 


ER ee 


‘ ... is real entertainment. 


e Read by wives and their husbands — 


whose one or more young children mean 


draft deferment. 


continued buying power! 


Your Market for TODAY 
and TOMORROW 


continued employment, 


more young 


means he wi 


ING. This is 


You can 


HIS family will keep on spending 


. married man with one or 


children will be 


drafted last, and maybe not at all. 
Millions of him are needed to keep 
the war plants going — which 


ll keep on working 


and his family will keep on sPEND- 


the cream of the 


market for today AND tomorrow! 


reach more than 


against | 


1,500,000 such families through 
the advertising pages of REDBOOK. 
They have good spendable in- 
comes — for example they pay 
25c, not 10c, not 15c, for each 
copy of REDBOOK. They are your 
market for today—and draft defer- 
ment makes them your market for 


tomorrow! 


Q. Is REDBOOK low in 


black and white full 


A. Because the prima 


And good fiction . . 


a pe ee eee 


A. It is one true yar 
zine value . 
ber REDBOOK were 1 
ahead of last year. 


A. Decidedly so... less than $2.00 per 
thousand, based on October net paid 
circulation of 1.620.000 .. . $3.100 a 


Q. Why is REDBOOK’s newsstand growth 
greater than that of most magazines? 


est of most people is entertainment. 
. REDBOOK fiction 


Q. Are newsstand sales important? 


.. newsstand sales in Octo- 


cost? 


page. 


ry reading inter- 


d-stick of maga- 


nore than 55% 


$895,699 for the comparable 194} 
period. 


New York Central 

Net earnings for the nine months 
ended Sept. 30 were $32,129,045 
against $21,824,343 during the sam 
period last year. 


Container Corporation 

Net income for the quarter ende: 
Sept. 30 was $509,570, compare 
with $631,010 for the comparab| 
quarter in 1941. 


Sherwin-Williams 

| Profits for the year ended Aug. 3 
/were $5,329,256, against $5,611,182 
during the same 1941 period. 


United States Steel 

| Earnings for the quarter ende | 
|Sept. 30 were $12,628,836, again 
$34,313,345 for the same quarter 
|1941. Net income for the nine 


$1,164,422 in the same quarter Of ended Sept. 30 was $188,468, against | months ended Sept. 30 was $46,495 .- 


743 compared with $95,688,091 f 
aes same period last year. 


‘National Refining 

Profits for the nine months ends 
Sept. 30 were $812,304. No con 
parison with the same 1941 peri 
is available. 


Loose-Wiles Biscuit 

Net profit for the nine mont! 
ended Sept. 30 was $961,745, com 
pared with $990,420 for the sam 
period last year. 


Conde Nast Publications 

Earnings during the nine month 
ended Sept. 30 were $69,154 agains’ 
$269,207 for the same period las! 
year. 


‘Illinois Central System 

For nine months ended Sept. 30 
earnings totaled $16,165,762, com- 
| pared with $7,781,673 for the first 
| three quarters in 1941. 


hey Carbide and Carbon 

Net income for the third quarter 
Freag $8,941,245, against $10,916,770 
| for the same period last year. 
| 


Worthington Pump 

Profits for nine months ended 
_ Sept. 30 were $2,018,687, compared 
| with $2,081,672 during the cor- 
| responding period of 1941. 
| 


Youngstown Sheet & Tube 

Earnings for the Sept. 30 quarter 
| were $2,459,652, against income of 
| $3,103,649 in the comparable period 
last year. 


_Beech-Nut Packing 


During the nine months ended 
| Sept. 30, earnings were $1,895,722, 
against $2,275,911 in the first nine 
months of 1941. 


| 
Procter & Gamble 

For the quarter ended Sept. 30 
earnings were $4,515,649, again 
profits of $6,974,603 in the same 
quarter of 1941. 


, 
-- 


Life Savers 

Net income for the nine months 
ended Sept. 30 was $721,667, com- 
pared with $751,004 last year. 


Wm. Wrigley, Jr., Company 

Profits during the quarter ended 
Sept. 30 amounted to $1,828,341, a 
drop from last year’s figure of $2,- 
171,669. For the nine months ended 
| Sept. 30, net earnings were $4,7{6.- 
943 compared with $6,610,651 in the 
first nine months of 1941. 


Julius Kayser & Co. 

Net profit for the quarter ended 
Sept. 30, $213,302, against $259 987 
for the same three months last year 


Norwich Pharmacal 

During the quarter ended Sept 
30, net profit was $249,297 comp: red 
with earnings of $251,552 in the cor- 
responding period last year. 


American Home Products 

Net income was $2,848,483 for the 
nine months ended Sept. 30, ag: ins! 
earnings of $3,130,549 last ye: 


Kimberly-Clark 

For the quarter ended Sep’ 30 
earnings were $401,464, ag inst 
$810,650 in the corresponding | 
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November 9, 1942 


ADVERTISING AGE 


$260,706 in the same period last 
year. 


LATEST LAMBERT TEST 
McGraw-Hill Publishing 


Sensational Comfort wt Security | Earnings for the Sept. 30 quarter 
lw 7,743, ar ri 289,- 
with DALE the New Zopered/ | $00 for the prea ores erp 
TAMPON with the Luoricated Tip! ‘Republic Steel Company 


| Profits during the quarter ended 
Sept. 30 were $2,581,100, against 
$4,378,379 in the previous year. 


_Johns-Manville Company 
| Quarterly profits ended Sept. 30 


/were $1,085,947, compared with 
| $1,470,183 during the same quarter 
in 1941. 


Penick & Ford, Ltd. 
For the quarter ended Sept. 30) 


gives you 7 


per echt MP earnings were $344,510 against | 
Son eka = ” es $412,277 during the corresponding 
wemenename | | sonon period of 1941. 

Se Se = 


fe te few comets of ence thar doy cap mentee 
fot maretousy Smo lube ER ND oe 


‘Shell Union Oil 

| Profits amounted to $4,540,693 for 
|the quarter ended Sept. 30, com- 
pared with $6,656,040 in the same 
period last year. 

McKesson & Robbins 


Earnings totaled $693,565 during 
the quarter ended Sept. 30 against 


$1,352,825 for the comparable period | 
of 1941. 


National Distillers 


Net income for the nine months 
ended Sept. 30 was $4,826,466, 


against $3,831,368 during the first 
nine months of 1941. 


Hercules Powder 


For the nine months ended Sept. 
30, earnings totaled $3,143,457, com- 
pared with $4,356,632 during the 
corresponding period last year. 


Atlantic Refining 


Profits for nine months ended 
with $9,163,045 in the same period 


last year. 


Caterpillar Tractor 

Net income for nine months ended 
Sept. 30 was $4,275,868, against 
$5,873,696 during the corresponding 
period of 1941. 


Libby-Owens-Ford 

Net income for the nine months 
period ended Sept. 30 was $1,075,- 
177, compared with profits” of 
$6,996,560 in the same period last 
year. 


29 
Pacific Mills $494,517 during the same quarter 
Earnings for the first three quar- | last year. Profits for the nine 


ters of this year were $1,172,000, 
compared with $1,413,000 in the 
same period last year. 


months ended Sept. 30 were $1,314,- 
506, compared with $1,178,164 for 
| the same period in 1941. 


Phillips Petroleum 


| For the third quarter ended Sept. 
| 30, profits totaled $3,749,913, com- 
|}pared with $4,325,918 during the 
| same quarter last year. Net income 
| for the nine months ended Sept. 30 
} was $10,481,332, against $12,562,598 
‘for the comparable nine months in 
1941. 


National Biscuit 


Earnings amounted to $2,272,618 | 
for the quarter ended Sept. 30, com- 
pared with $2,513,716 during the 
same period last year. 


Corn Products Refining 

For the nine months ended Sept. 
30 earnings totaled $6,392,502, 
against $7,362,376 during the cor- 
responding period last year. 


Lehn & Fink Products 

Profits during the quarter ended 
Sept. 30 amounted to $84,511, 
against $129,292 for the correspond- 
ing 1941 period. 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


@ Many momufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 


Addressograph-Multigraph book for the war years that showed all edi- 
torial publicity and competitive advertising. 


For the year ended July 31 net We can help you build such a permanent 
profit totaled $1,643,307, compared | record for the years to come, at a remark- 
with $1,510,042 for the same period nw tow oun. 
fs ‘ ag 2 i : Just ask for Booklet No. 20. 

a year ago. 


| 


BACON'S CLIPPING BUREAU 


Lambert Company 
Net income for the quarter ended ” 
Sept. 30 was $606,872, against 


BUSINESS FARM ‘GENERAL 
PAPERS * PAPERS MAGAZINES 


221 NW. LA SALLE ST., CHICAGO, ILLINOIS 


Uale...On/y 20¢ | 


Most recent of several new products 
being tested by Lambert Pharmacal Co. 
is the Dale tampon, produced by Dale 
Mfg. Division of Pro-phy-lac-tic Brush 
Co., a Lambert subsidiary. This 585-line 
insertion appeared in Corning, N. Y. | 
Lambert & Feasley is the agency. 


last year. Profits for the nine 
months ended Sept. 30 were $1,441,- | 
319 compared with $2,090,698 in the 
same period of 1941. a 


Brunswick-Balke-Collender | 
Earnings were $940,457 for the 
nine months ended Sept. 30, com- 
pared with $1,522,240 for  cor- 
responding nine months of 1941. 


STATION 
— 
National Gypsum 
Earnings for the quarter ended 
Sept. 30 were $940,589, against 
$447,361 during the comparable | 
period last year. 


E. G. Budd Mfg. Company 

Net income for the quarter ended 
Sept. 30 was $940,589, compared ; 
with $447,361 during the same 1941 | =F 
quarter. 7 = 


oa 


Bon Ami Company 
For the nine months ended Sept. \= 

30 profits were $737,877, against 

$935,489 last year. 


Stewart-Warner Company 

Earnings amounted to $1,141,069 
for nine months ended Sept. 30, | 
compared with $1,370,111 during the 
same period last year. 


Gillette Safety Razor 

For nine months ended Sept. 30, 
net profit was $2,265,037, against 
$2,333,337 for the first nine months 
in 1941. 


8 A M TO 12 NOON 


Hamilton Watch Company 
Net income was $328,750 for the | 
quarter ended Sept. 30, against! 


Get the MOST for 
—the Station MOST People LISTEN TO MOST! 


he 
CLEVELAND 


ORCHESTRA 


Broadcasts 
A NEW SERIES OF WORLD-WIDE 
RADIO CONCERTS 


SATURDAYS 5° 6 RM. EW.T. 


OVER THE COLUMBIA BROADCASTING SYSTEM 
AND SHORT-WAVE AROUND THE WORLD 


WSMB, WJDX. 


National Representative: 


SPONSORED BY RADIO STATION W-G-A-R CLEVELAND 


G. E. ZIMMERMAN 
| V-Pres. and Gen. Mgr. 


12 NOON TO 6 P. M. 


v 


Your Money on KARK— 


DATA: NBC — 920 Kc. — 5,000 Watts — 
Also Southcentral Quality Network: 


KARK. WMC. KWKH, KTBS 


EDWARD PETRY & CO. 
New York, Chicago, Detroit, St. Louis, Los Angeles, 
San Francisco 


6 P. M. TO 10:30 P. M. ALL TIME PERIODS 


Difference 


—FROM RECENT HOOPER LISTENING IN- 
DEX MADE IN LITTLE ROCK, ARKANSAS 
= 8 A. M. to 12 Noon: 
KARK has— 
36°, more listeners than Station B 
38°, more listeners than Station cc 
12 Noon to 6 P. M.: 
KARK has 
107° more listeners than Station B 


113° more listeners than Station C 


6 P. M. to 10:30 P. M.: 


KARK has— 
78°, more listeners than Station B 
89°, more listeners than Station C 
m ALL Time Periods: 
KARK has— 


73°. more listeners than Station B 
°o 
76%, more listeners than Station c 


LISTENING INDEX covers: 8 a. m. 
10:30 p. 


Vonday through 
through Saturday 


to 0 p. m., 


Friday 6 p. m. to m., Sunday 
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ADVERTISING AGE 


November 9, 1942 


Newark Advertising 


Club Elects Bowman 


Willard E. Bowman, associate 
publisher of the Newark  Star- 
Ledger, has been elected president 
of the Advertising Club of Newark. 

Other officers named were: first 
vice-president, Carl Withers, Lin- 
coln National Bank: second vice- 
president, John C. Williams, L. 
Bamberger & Co.; secretary, A. W. 
Lewin, A. W. Lewin Company; and 
treasurer, Emanuel London, United 
Advertising Agency. 
joins Safety Council 

Charles F, Pineau, formerly ad- 
vertising manager of Sallan, Inc., 
Detroit jeweler, has joined the De- 
troit Industrial Safety Council, 
where he will do publicity and field 
work. 


Terminals Name Agency 

Tidewater Terminals, 
delphia, has appointed Gray & 
Rogers, Philadelphia, to direct ad- | 


vertising for its chain of ware-'! 

houses. 

MAILING SERVICE 
Multigraphing — Filling-in 


Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash S655 


No Budget-But 
Marines Get Quick 
Action on Series 


Chicago, Nov. 4.—Thanks to the 
cooperation of agency, art studios, 
photographer and engravers, the 
central recruiting division of the 
Marine Corps has a new six-inser- | 
tion series of advertisements this | 
week, ready to help step up enlist- 
ments in a 13-state Midwestern 
area, 

In some ways the most spectacu- 
lar of the copy, a special 1,500-line 
advertisement prepared to com- 
memorate the 167th anniversary of 
the founding of the Marines, will | 
appear in many cities on Nov. 10, 
the date of the corps’ creation. 
Locally sponsored in all cities, it} 
will be used in Chicago and the| 


Phila- Chicago area by Commonwealth Edi- 


son Company and Public Service 
Company of Northern Illinois. This 
copy was a “special” and is in addi- | 
tion to the series of six. 

The Leathernecks have no adver- 
tising funds for this division and 
copy which appeared from time to 
time listing advantages of serving | 
with the “first to fight’? boys was 
contributed by agencies and news- 
papers, and was usually sponsored 
by retail or manufacturing com- 
panies. Recently, Midwestern news- | 


papers asked for a new series of ad- 
vertisements to sell local sponsors. 

Faced by the no-budget situation, 
Capt. John V. Sandberg, public re- 


lations officer for the division, and | 
previously with the former Stack- | 
Goble agency and Swift & Co., asked | 


Blackett-Sample-Hummert to help 
out. 


Get A-1 Service 
The Marines, who habitually get 


topnotch men, likewise got topnotch 
service. George Drake of B-S-H 


took over the copy job and acted as | 


account executive, Andrew Arm- 
strong, art director, personally pre- 
pared the layouts. Vaughn Jones, 
production manager, obtained the 
help of engravers and typographers. 
The finished artwork was done by 
James Lentine, of Agency Art 
Studios. 
Besides the agency, 
series: Wesley - Bowman _ Studios, 
photography; Runkle - Thompson- 
Kovats and J. M. Bundscho, typog- 
raphy; Century Electrotype Com- 


pany and American Electrotype | 


Company, electros; and Collins & 
Alexander and Rogers Engraving 
Company, engraving. 


Indicating the vigor with which | 
_the series 


was tackled, B-S-H 
whipped out the copy and layouts 
within a week. The special series 
will take its place with other Marine 


these com- | 
panies collaborated in producing the | 


-.- 


en- 
rscy 
the! Broadcasting Station is fe 
attie,| Bedford County program, 
Fair | by the Shelbyville Gazette. 


ion- | Friday 


on Saturday. 


| 


caw hear this broadcast abo 
ment! County. 


The editors of the G 
ent) eladly donated this radio 


tians as possible hear t 


WLAC’s “Opening Program” brought 


letters from 171 counties in the States of Ten- 


nessee, Kentucky, 
Here’s proof of WLAC’s new and exten 


age. 


J. T. WARD, OWNER -: F.C. SOWELL, 


Gazette Sponsors 
Bedford Co.Program 
| Over WLAC Thurs.) 


ae Your Radio To WLAC! 
At 5:30 P. M. Today 
| To Hear Broadcast 


At 6:30 o'clock, Thursday after-| * 
noon, October 1, the WLAC Radio| 


o be, This program will stress Bedford 
| County as a leading dairy cattle) N 
g.| section and make annourgement: | ® 
ttle | about the Mule Show at 9 A. M. Fri-| 
as|day morning; the Bedford County | th 
the | 4-H Club Jersey Show at 1 P. M.) p 


The script for the opening and | wa 
lel the closing of this 15-minute pro-; Am ; 
Mr. gram was prepared by the editors | 
rday.|of the Gazette. The script, relative | tio’ 
to Bedford County resources and| to 
| the two-day shows, was prepares) in up! 
by Franklin Yates, County Agent.| Free 
1A. B. Harmmon, district agent of; the iy 
the University of Tennessee Agri-| an 
cultural Extension Service, will re 
present the Gazette and Bedford | in 
County during the radio interview.) erate ie 

Friends and readers of the Shel | thete 
eur | pyville Gatette are urged to tune’ pape 
*ltheir radios to WLAC at 5:30 o'-| th 
orld) ctock, this afternoon, Thursday, to| ne 


| dairy industry of Bedford County 
has 8 public service, and it is their 
wish that as many Bedford Coun 


| 
| 


aturing «| thro 
sponsored | desi 
5 


prominent local 


ut Bedford | pa 


azette have | dail 
time to the | she 
ad 
P 


his program 


40-inch ads were placed in 


Gy 


26 county 


newspapers in towns throughout the 


station’s principle coverage area. 


These newspapers were invited to send 


citizens to WLAC to 


tell listeners about the advantages of 


their respective communities. 


A 100-inch advertisement was run in 


both Nashville newspapers. 


Large 2-color anouncement posters were 


placed in the windows of 350 Esso Service 


stations within 
cards and 


Nashville. 


Alabama and Mississippi. 


ded cover- 


a 100 mile radius of 


RADIO GATEWAY TO THE 
INDUSTRIALLY RICH TENNESSEE VALLEY 


NASHVILLE, TENN. 


AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM 
PAUL H.RAYMER COMPANY, NATIONAL REPRESENTATIVES 


WW AW A 


| 


Blackett-Sample-Hummert. 


MARINE CORPS O. K.'S SERIES 


eS 


= 


—y “mad 
—  — 


Agency and Marine Corps officers inspect the series of 1,500-line advertise- 
ments prepared for the central recruiting division by the Chicago office of 
They are (left to right, standing) George Drake, 
copy department of the agency; James Lentine, Agency Art Studios; Capt. J. V. 


Sandberg, Marine Corps public relations officer; (seated) Andrew Armstrong, 
B-S-H_ art director; and Lt. Col. C. L. Fordney, in charge of the recruiting 
division. 


|recruiting promotion, such as 24- 
| sheet posters, radio spot announce- 
ments and scripts. One of the key 
ideas is to promote mass enlistment 
by men from the same town who 
| will take their training together. 

The agency and the cooperating 
|companies have been _ personally 
| commended and thanked by Lt. Col. 
| Chester L. Fordney, in charge of the 
| recruiting division, who termed the 


‘Babe’ Meigs Leaves WPB 


for New Hearst Post 

Donald M. Nelson, WPB chai 
man, has announced “with particu- 
lar regret” the resignation of Mer- 
rill C. Meigs as deputy director of 
the WPB aircraft production di- 
vision, to return to the Hearst Cor- 
poration, which loaned him to the 
government for two years as a $] 
year man. 


‘series “one of the finest pieces of Mr. Meigs, former publisher 

| Marine Corps promotion to come to the Chicago Herald-American and 

my attention during my career.” manager of the Chicago office of 
|Hearst Magazines, served as chief 


‘Simon & Schuster Opens 


Tax Book Promotion 

_ Simon and Schuster, New 
| publisher, has launched a campaign 
|to publicize its new edition of “Your 
|Income Tax.” For the initial pro- 
/motion 181 stations were selected 
jand the list will be gradually 


stepped up until close to 500 sta-| 


|tions will be used. The company 
j}used a heavy spot campaign last 
year for the publication. 
Broadcasting consists of 5 and 15- 
minute programs, 3, 6 and 12 times 


York | 


of the aircraft branch of the old 
Office of Production Management 
and was one of the first civilians 
called to Washington in the defense 
program. 

Mr. Meigs was _ publisher and 
president of the Illinois Publishing 
and Printing Company, which pub- 
lishes the Chicago Herald-American, 
when he went to Washington. This 
company is a unit of Hearst Con- 
solidated Publications, which is in 
turn owned by the Hearst Corpora- 
tion, and Mr. Meigs will return to 
active service as vice-president of 
the latter corporation, a newly cre- 


weekly. Schedules will continue | ated position. He will make 
until March 1, 1943. Northwest| headquarters in Chicago, effective 
|Radio Advertising Company, Se- | Nov. 15. 


|attle, is the agency. 


| Sncneialiniidins 
Industry Survey Launched 
| An industry survey to determine 
| the feasibility of turning excess 
| capacity to production of war ma- 
| terials other than paint, varnish and 


lacquer products has been an-| 


| nounced by Ernest T. Trigg, presi- 
| dent of the National Paint, Varnish 
| and Lacquer Association. 
| 


Renews Promotion 


Popular Science Monthly, New 
York, using radio and newspapers in 
major markets, has announced 
| plans to renew circulation promo- 
tion activity on an extended scale. 
| Joseph Katz Company, New York, 
| is the agency. 


WHAM Promotes Brizee 


Station WHAM, Rochester, N. Y., 
has promoted Truman Brizee of the 
sales department to promotion di- 
rector. Mr. Brizee succeeds Arthur 
Kelly, who has been transferred to 
the engineering staff. 


McCormack Joins R & R 

Edward J. McCormack, formerly 
with the copy department of Lord & 
Thomas, Chicago, has joined Ruth- 
rauff & Ryan, New York, in the 
same capacity. 


To Lee-Stockman 


Lee-Stockman, Inc., New Yo! 
has been appointed to handle adver- 
tising for Reliance Pencil Corpo 
tion, Mount Vernon, N. Y. 


| Where the prospect can immediately 
obey your urge to BUY 


| There's double advertis- 
ing and double selling value 


in this novel double-face display 

at point-of-purchase. Different mes- 
sages for the two sides are printed on 
a heavy paper sleeve which slips over the 


wire shoulders of a metal stand. Economical 


because stand can be used over and over 

again with new and different sales messages. 
Can be made any size sturdy and durable. 
Ask to see one = Call, Telephone or Write No Obligation 


MAGILL-WEINSHEIMER COMPANY 


Producers of Sales -Making Advertising for over 34 years 


1320-1334 S$. Webosh Ave. - Phone CAlumet 7200 - Chicage 
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ADVERTISING AGE 


Stresses Vital 
Role of Glass in 
Nation's Economy — 


| 
| 


Packaging Burden | 
Rests on Industry, 
Says U. S. Official 

| 


New York, Nov. 4.—Glass, the}! 
lifeline which may help solve cru- | 
cial war packaging problems _ in| 
civilian food distribution, has al-| 
ready bolstered up the shortage in 
the container industry created by | 
the elimination of 10 billion tin cans, | 
Edward J. Detgen, chief of the spe- 
cialties staff, Department of Com- 
merce, told a meeting of the Glass 
Container Association here last 
week. 

Whether the expanded use of 
glass has an entirely regenerative 
effect, hinges partially on successful | 
conclusion of research on container | 
closures using the least amount of | 
critical materials, Mr. Detgen said. | 
The industry is actively engaged in 
this research and early practical | 
results are expected. Possible metal 
saved by glass packaging as opposed 
to tin was estimated at 500,000 tons 
a year of steel and 5,000 tons a year 
of tin. 

Intensive efforts are under way to 
effect further economies in the use 
of critical materials by the container 
trade with two considerations being 
emphasized, Mr. Detgen pointed out. 

“First,” he said, “‘to restrict the 
use of rubber and metal in closures 


'and 


wherever such restrictions can be 
applied without eliminating the 


packaging of essential products; and 
second, to find ways and means of 
using the excess capacity available 
in the glass container industry to 
package essential products now per- 
mitted metal containers.” 

“In our opinion, results of these | 


WANTED 


An Agency Man | 
of Partnership 
Caliber | 


@ One of the larger Pacific 
Coast advertising agencies, a 
member of the 4-A’s, is look- 
ing for a man who (1) has 
a broad knowledge of adver- 
(2) institu- 


lising: can write 


tional copy with originality 
and restraint, as well as sell- 
(3) 


plan campaigns and presenta- 


ing copy: can soundly 


tions: (4) will make contacts 
with clients, prospects. space 
representatives, and suppliers 
in keeping with the agency's 
good reputation: (5) is be- 
tween 35 and 42; (6) has had 
five to ten years’ successful 
advertising experience. 


@ The man who is chosen will 
not only start with a fair sal- 
uy. but when he has proved 
himself will receive a share in 
if he 


an opportunity to acquire an 


the profits, or, desires, 


interest in the agency on an 
idvantageous basis. 


full 


vour first letter and include a 


® Send information in 


snapshot if possible. 


@ All replies will be consid- 
ered confidential. 


© Our employees have been 


apprised of this adverti-se- 


ment, 


Box 3851. Advertising Age. 


Chicago 


Pay ——_ ee 


investigations will decide very defi- 
nitely the glass container’s role for 
the duration,” Mr. Detgen said. He 
also intimated that manufacturers 
might aid their cause by concen- 
trating on development of closures 
techniques that will permit 
glass to be used with a minimum 
expenditure of critical materials. 

Attempts to convert larger quan- 
tities of food from cans to glass 
present a number of challenging 
problems, “such as obtaining the 
rubber needed in some _ instances 
and changing can handling equip- 
ment to glass,” he declared. 

Mr. Detgen said further restric- 
tions on the use of critical materials 
will not wait on the development of 
substitutes. “In the final analysis 
the impact will be great or small 
depending on the ingenuity and re- 
sourcefulness of folks in the pack- 
aging industry,” he concluded. 


Busbey Moves Offices 
Busbey Advertising Agency, 

Akron, has moved to new and 

larger offices at 316 Water St. 


Armstrong Floor Division 
Announces Staff Shifts 


C. J. Backstrand has relinquished 
his duties as general manager of the 
floor division of Armstrong Cork 
Company, Lancaster, Pa., and will 
work directly with the president’s 
office in the administration of the 
company’s general affairs. 

Kenneth O. Bates, assistant gen- 
eral manager and general sales 
manager of the floor division since 
last year, has been promoted to 
vice-president and general manager 


of the floor division. He has been 
succeeded by C. N. Painter, for- 


merly assistant general sales mana- 
ger of the division. R. A. Fulton, 
assistant sales manager of the divi- 
sion, has taken Mr. Painter's former 
post. 


Rickerd Adds Six 

C. E. Rickerd, Inc., Detroit, has 
been appointed to direct advertising 
for Marvel Products Company, 
Pittsburgh; Nu-Basic Products 
Company, Royal Oak, Mich.; Keats 
Institute; Bonne Belle Cosmetics, 
Inc., Lakewood, O., Helio Products 
and Skinner Purifiers, Inc. 


Form Association of 


Agency Space Buyers 


The Association of Agency Media 
Men has been organized in New 
York, with Lucian L. King, Arthur 
Kudner, Inc., as chairman; Joseph 


Burland, Kelly, Nason, Inc., vice- 
chairman; Robert B. White, Wm. 
Esty & Co., secretary; and Marc 


Seixas, White, Lowell & Owen, Inc., 
treasurer. 


The next meeting of the group 
will be held Nov. 18 at the Hotel 
Sheraton roof restaurant, 37th St. 


and Lexington Ave. 


Old Gold Schedules 


Intercollegiate Shows 
Initiating its first all-out collegi- 
ate radio campaign, P. Lorillard 
Company has bought time on all 
available member stations of the In- 
tercollegiate Broadcasting System, 
New York. Five-minute programs, 
entitled “Old Gold Campus News,” 
are broadcast Mondays through Fri- 
days over 17 campus radio stations. 
The network has also added pro- 


grams by Reader's Digest, Biltmore | 


Hotel and New 


York Telephone 
Company. 


31 
Hillman to Issue 
New Movie Magazine 
First issue of Movieland, new 
monthly to be published by Hill- 


man Periodicals, New York, will ap- 
pear on newsstands throughout the 
country the last week in December, 
carrying a February date. 

Ruth Waterbury, former editor of 
Photoplay, Silver Screen and Movie 
Mirror, has been named editor of 
the new magazine. 


Three Appoint Arndt 


John Falkner Arndt & Co., Phila- 
|delphia, has been appointed to di- 
rect advertising for O’Brien Ma- 
chinery Company, George B. Evans 
Laboratories and National Drug 
Company, all of Philadelphia. 


GOING AHEAD — FAST! 


IN CIRCULATION—IN ADVERTISING 


| Qurp0ors — 
Is It on Your Schedule? 
me OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


BUY WGBI 


A BIG FROG IN A BIG POND 


SCRANTON 


CBS AFFILIATE 


910 KC 


1000 WATTS DAY 
500 WATTS NIGHT 


elf you want sales in the Scranton —Wilkes-Barre area 
(and it’s the nation’s 19th market) you want WGBI. It’s 


the only regional or clear-channel station covering this 


prosperous population of 629,581... it’s the only station 


heard throughout the market 


@ Outside stations can’t get in over the Pocono Mountains 


... and they wouldn't stand much chance if they could 


because WGBI attracts and holds 98° of daytime listen- 


ers and 96° of nighttime listeners throughout Seran- 
ton’s home county. (Dr. Starch and Staff Survey). Call 
your John Blair man and BUY WGBI. 


WGI 


FRANK MEGARGEE, President 


PENNSYLVANIA 


BLAIR 


& COMPANY 


National Representatives 
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Display, Copy 
Promote Navy's 
Construction Arm 


Washington, D. C., Nov. 4.—Pro- 
motion for a new branch of the 
Navy, the Seabees, was begun this 
week when 70 high ranking officers 
gathered at the Hecht Company, 
Washington department store, to 
dedicate a display of the Seabees, 
which had been created by the 
Navy’s camouflage division. 

The large window display, em- 
phasized by newspaper advertising 
run by the department store to pro- 
mote Seabee recruiting, will con- 
tinue in the capital for two weeks, 
and will appear later at Macy’s, 
New York; Gimbel Brothers, Pitts- 
burgh; Marshall Field & Co., Chi- 
cago; and ten other important stores 
in the country’s largest cities. 

The Seabees are the Navy’s con- 
struction battalions, which will be 
used to establish and build bases for 


BIG NEWS! 


In the Wood Products 
Industry . . . 


. 
INVESTIGATE 


Wooo PRooUCT 


431 S. Dearborn St., Chicago, Ill 


PROMOTES EXHIBIT 


rd 


J: 


ow 


Here's Action! 


FOR THE KP D-81 CORED WORKING MEN OF LER 1" 


008 nm Lene Ae mS Semmens 
— oe 


== SEABEES.~! 


9 


- 


World's Premier Eubibit...ow at. Whe Hlach/ Co. 


The Hecht Co., Washington, D. C. de- 

partment store, employed full pages in 

newspapers to build interest in a display 

featuring the “Seabees,” created by the 

Navy's camouflage division. Other stores 
are to show the exhibit later. 


| ing before being sent out to build | 
the advance stepping stones for the 

| Navy on the globe’s far-flung battle 

| fronts. 

| 


Maker of Tommy Gun | 
Announces ‘E’ Award | 


| Auto - Ordnance Corporation, | 
| Bridgeport, Conn., maker of the} 
'Thompson sub-machine gun, has 
taken large space in New York City | 
and Connecticut newspapers and in | 
four national magazines, to adver- | 
tise the award of the Army-Navy | 


“E” to the company and its em- | 
ployes. | 
The copy theme varies for the 


different publications employed, and 
eight different art and copy slants | 
are used to show the wide range of 
usefulness of the Tommy gun among 
the United Nations forces. Albert 


Frank-Guenther Law, New York, is | 


| the agency. 


| Garfinkel Gets Account 


Chemicals Incorporated, San | 
Francisco, manufacturer of Vano/| 
|household cleaner, has appointed | 


Sidney Garfinkel Advertising | 
Francisco, to direct 


| Agency, San 
| advertising. 


the Navy and its aviation arm. The Bailey Named President 


Navy seeks 200,000 men for the bat- | 
talions, particularly men with con- | gon 


struction § skills. 


Roy J. Bailey, president of Lon- 
Motor Products, has 


given eight weeks of military train-|and Sales Club, London, Ont. 


their homes. 


Right for the Times 


Morr men, enjoying higher pay, are 
reading Popular Mechanics than ever before. In thirty- 
three cities, as war production and wages rose, newsstand 
sales of Popular Mechanics increased 28.6%. 
Expanding mechanization has made Popular 
Mechanics Magazine the almost “official journal’’ for 
men of mechanical interests and skills. 
Popular Mechanics, right for the times, is 
right for advertisers with any goods—industrial or 


civilian—to sell to men for use in their businesses or 


The only thing about Popular Mechanics 
that is not soaring is the cost of advertising in it. Circu- 
lation is up, incomes of readers are up but you can reach 
this market, on a twelve-time basis, for $1.15 a page a 
thousand and even on a one-time basis for only $1.30. 
Yes, even the cost of advertising in Popular Mechanics 


is right for the times. 


POPULAS/ fife 


200 East Ontario Street, Chicago * New York * Detroit * Columbus 


CHANICS 


— 


been | 
The men will be) elected president of the Advertising | 


Getting Personal 
Jack Nelson, v.p. and g.s.m. of Rock-Ola Mfg. Corp., has cracked 
through with a new angle. Nelson originated the “Ring the Bell for 
Uncle Sam” idea for selling war stamps through coin-operated phono- 
graphs. Now, with Art Kassel doing the recording for Bluebird, the 
tune will be heard all across the country... 

An old wine in a new khaki bottle was heard by the St. Louis 
Adclub when Maj. Guy E. Yeldell, commanding officer of the 2nd 
battalion, lst Missouri infantry, Missouri State Guard, addressed the 
group on the organization’s function. Maj. Yeldell’s civilian job is 
with the advertising department of the St. Louis Post-Dispatch. . . 
Incidentally, the adclub will salute the St. Louis Better Business 


Bureau’s 25 years of service with a special dinner in the Statler on 
a eae 

Robert O. Ryder, former associate publisher of the Ohio State 
Journal, Columbus, who died several years ago in Berkeley, Cal., has 
been elected to a niche in the Hall of Fame, department of journalism, 
Ohio State U. . . For once it was a pleasure to hear the boss talk! 
When Gardner Cowles Jr. returned from his globe-girdling tour with 


Wendell Willkie, members of the Minneapolis Star Journal and 
Tribune staff _ 
crowded into the 


newsroom to hear 
his impressions of 
the trip. Mr. 
Cowles, now do- 
mestic director of 
OWI, Joseph 
Barnes and Mr. 
Willkie were 
guests at the home 
of John Cowles, 
president of the 
papers. . . 

A. G. Whidden, 
a.m. of Arkansas 
Light & Power 
Company, Pine 
Bluff, Ark., has 
been made an 
hononary life 
member of the 
Pine Bluff Rotary 


HONORED 


Quentin Reynolds (center), war correspondent and asso- 


ciate editor of Collier's, receives a citation of merit 


: from Philadelphia's Poor Richard Club, presented by 
Club. . . Peter L. Schauble, vice-pres., Bell Telephone Co. of 

James A. King, Pennsylvania, and club president. At left is Charles A. 
nat’l. a.m. of the Tyler, pres. and gen. mgr., Philadelphia Inquirer. The 
Albany Times. citation praised Reynolds for outstanding service to the 


Union, has lost his American public. 


secretary, Mary 
Montelone, to the Waac. . . Sidney N. Strotz, NBC’s v.p. for the west- 
ern division, has made a wartime sacrifice: he gave his permission for 
“Jason,” his Boxer dog, to enlist in the Army’s canine corps. . . 

If you were passing through the media department of Benton & 
Bowles about a week back and noticed a birthday cake replete with 
candles on one of the desks, it was all in honor of H. H. Dobberteen, 
v.p. and media director. It was really a dual celebration, since the 
B & B space chief was also observing his 5th anniversary with the 
agency... 

Friends of Cecil C. Hoge, partner in Huber Hoge & Sons, are jotting 
down his new address at Gracie Square Gardens, where he has just 
leased an apartment. .. and Sara Fox Glassman, publicity director of 
Helena Rubinstein, Inc., is preparing to move into her new apartment 
at 186 E. 75th St... 

Clarence W. VanBeynum, Travelers Insurance Co. ad manager, has 
taken on the job of publicizing the Hartford campaign of Russian Wa: 
Relief. Incidentally, his son Bob has just been commissioned a second 
lieutenant in the Army air force at Miami Beach.. . 

Benet Polikoff, attorney well known in advertising circles, is the 
new commander of Advertising Men’s Post No. 209, American 
Legion, Chicago. . . 

William L. Schultz, president of Shulton, Inc., is doing everything 
he can to keep in touch with employes in the armed forces. Chiet 
vehicle is a monthly paper, “Home Front News,” edited by Miriam 
Gibson, Shulton publicity director... 

Appropriately printed in baby blue, a special “baby bond” an- 
nounces the arrival of a newcomer in the family of Eldon Rohrsen, 
with the production department of McCann-Erickson’s Chicago office 
Papa Rohrsen set a paper value of $1,000,000 on the youngster, Jeffrey 
Allen. . . 

J. B. Jones, Detroit manager for Scripps-Howard, was recently 
married to Winifred C. Shedaker of Detroit... J. A. (Sam) Burgess, 
head of the industrial adv. dept. of Gulf Oil Corp., Pittsburgh, is re- 
covering from his first venture as a father. The baby arrived just 
as the all-clear signal was given for a surprise blackout in the Smoky 
i 

Lt. C. A. Kelso, USNR, was recently commended for skill and de- 
votion to duty. The ex-adman (he was formerly in charge of the 
export department of Brooke, Smith, French & Dorrance, Det 
has been in command of a gun crew aboard a merchantman, and 
the language of the order—was one of seven officers who led t! 
men in “vigorous combat in defense of merchant ships after being 
subjected to severe attacks by enemy aircraft and submarines.” 

Mrs. Don E. Gilman, wife of the Blue’s western div. v.p., christe! 
the “Samuel Nelson” when the new Liberty Ship was launched 
Terminal Island, Cal. . . Admen are erudite: witness Harold T. | 
Shannon, on the staff of the Press-Gazette, Green Bay, Wis., who '10s5 
been elected a curator of the Wisconsin State Historical Society. 

Harry A. Apple, prexy of Trade Press Pub. Co., Milwaukee, - 
signed the announcements, in the form of a ticket, for his new g! 
son, Jonathan Peter Apple. Hmm—Jonathan Apple, huh? .. . 

R. A. Stapells, v.p. of J. J. Gibbons, Ltd., Toronto, has been elec'ed 
president of the Nat'l. Parks Ass’n. of Canada, and also reelected 
the 9th time) to head the Canadian Automobile Ass’n. .. H. B. (Buzz) 
LeQuatte, prexy of the Manhattan agency bearing his name, S 
chairman of the NY Ad Club’s annual football luncheon Nov. 4 
If any observers were surprised at Chester Lang’s sang froid at “"° 
microphone when he made a Navy Day speech over WGY, Schencce- 
tady, they should recall that Lang, G-E v.p. and former AFA p > 
dent, is no stranger to the mike and has headed the company’s ! 
and broadcasting activities. . . 

It was a naval wedding when Miriam May Bowyer, Chicago, \% 
married to Warrant Officer Robert R. Klingler, son of Harry J. Kling'et. 
president of GM's Pontiac Motor Div. . 
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Selected Marketing 
Promotion Problems 
Analyzed in Study 


Budgets, Media Told 
in Case Histories for 


New Harvard Survey 
Boston, Mass., Nov. 4. — The 
aivertising problems of manufac- 


turers whose products are marketed 

rough __ selected_—_ distribution — 
through selected dealers—are given 

thorough going-over in the most 
recent of the Harvard University’s 
Graduate School of Business Ad- 
ministration studies. The author, 
Dr. James Dacon Scott, has at- 
tempted through analysis of case 
histories to establish advertising 
patterns followed by various manu- 
facturers, discover the reason for 
variance, and try to set up an ana- 
lytical approach which will help a 
manufacturer set up a pattern of 
promotional expenditures according 
to his individual circumstances. 

Admittedly, this is no easy task. 
“One manufacturer may spend 50 
per cent of his advertising appro- 
priation upon general advertising, 
30 per cent on advertising over the 
dealer’s name, and 20 per cent upon 
dealer sales helps,” the study points 
out. “Here the advertising strategy 
may be to create a strong preferencc 
for the manufacturer’s brand among 
consumers another manufac- 
turer may divide his advertising 
appropriation into 75 per cent for 
advertising over the retailer’s name 
and 25 per cent for dealer helps. 
Here strategy may be, first, to get 
retail dealers actively to promote 
and advertise the manufacturer's 
brand . . . still another manufac- 
turer may divide his advertising 
appropriation into 60 per cent for 
advertising to the trade and 40 per 
cent for dealer sales helps. In this 
case the strategy may be to build 
up a preference among retailers for 
the manufacturer’s brand and then 
to get retail dealers who stock the 
brand to sponsor it actively in their 
local markets.” 


National Distributed Goods 


The study was made wholly on 
consumers’ goods with national dis- 
tribution, and is based on 98 com- 
panies, 26 of which were covered 
by interviews, 12 by case books, 59 
by mail questionnaires, and one 
from a magazine article supple- 
mented with correspondence. 

The media used in general adver- 
tising by 48 companies provides an 
interesting pattern: 42 used maga- 
zines, 23 used newspapers, 10 used 
outdoor and 9 used radio. There 
were many combinations, of course. 

When it came to advertising over 
the dealer’s name and cooperative 
advertising, the balance became 
heavily weighted in the newspapers’ 
favor. In many cases, the manu- 
facturer was able to place his space 
at local instead of national rate and 
effect savings of as much as 40 per 
cent. The manufacturer still re- 
tained control over the advertising. 

In cooperative advertising, news- 
Papers were considered eligible 
media by 19 manufacturers, with 
eight considering outdoor and radio 
as eligible, but always in combina- 
ton with newspaper space. 

typical report on this type of 
advertising, that of the Holburn 
Shoe Company for its Diana shoes, 


A quarterly put 
liicehon showing 
the work cf free 
ance artists, t 

gether with their 
names and ad 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER NOW! ony wear re 


four volveble copres 


OCIATED CHICAGO ARTISTS, INC. 


. AA, 840 WORTH MICHIGAN AVE. CHICAGO, ILL 


cites: “In contrast with the maga- 
zine advertising (this refers to ad- 
vertising over the dealer’s name) 
Diana newspaper advertising pro- 
duced immediate and direct results. 
Studies made by the Holburn Shoe 
Company proved that a_ regular 
advertisement run on a given day, 
as compared with sales made on a 
similar day when an advertisement 
was not run, resulted in an increase 
of sales volume of from 20 to 25 
per cent.” 

Dr. Scott 
classify 
follows: 

Type 1. First, general advertis- 
ing; second, advertising over the 
retailer’s name, and some provision 
for dealer sales helps. 

Type 2. First, advertising over 
the retailer’s name; second, dealer 
sales helps, and little or no general 
advertising. 

Type 3. First, general advertis- 
ing; second, dealer sales helps, and 
little or no advertising over the 
retailer’s name. 

Type 4. First, dealer sales helps; 
second, general advertising, and 
little or no advertising over the 
retailer’s name. 

Type 5. First, advertising to the 
trade; second, dealer sales helps. 

Type 6. Dealer sales helps only. 

Type 7. First, dealer sales helps; 
second, advertising to the trade, and 
little or no general advertising or 
advertising over the retailer’s name. 

Manufacturers using Type 1, Dr. 
Scott believes, generally have large 
advertising appropriations and evi- 
dence points to most frequent place- 
ment in magazines; where national 
magazines are not used, newspapers 
bear the load. 


makes an effort to 
advertising programs as 


Need Large Budgets 


“When general advertising is 
placed in magazines of national cir- 
culation,” asserts Dr. Scott, “ta rela- 
tively large expenditure is required 
in order to make possible an effec- 
tive campaign for the following 
reasons: (1) magazines with na- 
tional circulation have high adver- 
tising rates... (2) if magazine 
advertising is to be used effectively 
the advertiser must purchase space 
large enough to gain the attention 
of the reader, and he must schedule 
enough insertions to create and 
maintain a strong impression... 
the typical manufacturer will prob- 
ably need approximately $100,000 
in order to make possible an effec- 
tive campaign of general advertis- 
ing in national magazines ... in 
exceptional cases as little as $45,000 
may be adequate. On the other 
hand, some manufacturers may find 
that as much as $250,000 is required 
to finance an effective campaign. . .” 

In Type 2, smaller appropriations 
may become more effective because 
the space is placed at local rate or 
some of the cost is borne by the 
retailer, Dr. Scott says. “In short, 
the same number of lines of news- 
paper advertising placed over the 
retailer’s name may cost the manu- 
facturer substantially less than a 
comparable campaign of general 
advertising.” 

In Type 4, Dr. Scott points out, 
prime emphasis falls on dealer sales. 
General advertising is used only as 
dealer influence and “as little as 
one advertisement may be placed in 
a magazine in order to allow the 
manufacturer to claim that he is a 
national advertiser.” 

Types 5 and 7 are, of course, well 
suited to small appropriations. 


Damned With Faint Praise 


Type 3 gets little blessing from 
the professor, who says: “There are 
grounds for believing that another 
type of program might have been 
more effective in these instances 
(small appropriation advertisers). . . 
It would seem wiser for a manu- 
facturer with an appropriation of 
only $25,000 to choose the more 
economical type of advertising pro- 
gram. .. Type 2 is ... much more 
economical than Type 3...In a 
word, the use of Type 3 by manu- 
facturers with relatively small 
advertising appropriations is very 
questionable.” 

Much of the research material 
used in the study was furnished by 
data from the Harvard study of the 
economic effects of advertising. The 
new study, “Advertising Programs 
with Selected Dis- 
is priced at $1.50. 


for Products 
tribution,” 


Launch Promotion 
for Aunt Jemima 
Soup in Canada 


(Continued from Page 1) 


white copy in a long list of dailies 
and also in rotogravure sections. 
Single-column follow-up copy is 
scheduled for the Canadian market, 
and advertising for Aunt Jemima 
pancake flour will carry references 


to the new ready-mix soups. While 
similar promotion for the United 
States market can be anticipated, 


company officials said the question 
of merchandising a new _ product 
under OPA price ceilings thus far 
had met with a stone wall. 

The Chicago company, whose 
operations are entirely separate 
from the Canadian unit, was ready 
| to launch a successor to the ill- 
fated Mother’s prepared soup mix 
some time ago. Attempts to reach 
a satisfactory retail price at which 
a quality product could be put on 
the market brought about the delay, 
officials declared. Quaker Oats still 
is hopeful of reviving promotion for 
a dehydrated soup in the United 


States, and it is expected to carry 
the same Aunt Jemima name. 

Canadian announcement copy 
tells consumers that Aunt Jemima 
has discovered “a new, different 
magic soup” and points out that it 
provides “the easiest-possible way 
to work in the ‘one hot dish’ that 
nutritionists advise for every meal.” 
Three varieties are pictured, green 
pea, yellow pea and bean soup. Both 
illustration and lettering are similar 
on the new cartons to the familiar 
Aunt Jemima ready-mix pancake 
flour package. 

The ready-mix soup employs a 
special process by which the chief 
ingredient is “exploded.” Condi- 
ments are added and the product is 
pre-cooked before enclosure in a 
small paper bag inside the carton. 
Simple directions in the copy show 
how it is combined with hot water, 
milk or part cream. 

Demonstrations of the new entry 
in the prepared soup field are now 
being made at point of sale and are 
meeting with considerable success 
Store sales indicate a ready accept- 
ance of the product, largely because 
of the quality long associated with 
the Aunt Jemima name 

Lord & Thomas of 
handling the campaign. 

Popularity of the same three vari- 
eties of Mother's 
; studied during the Kalamazoo test 


Canada _ is 


soup mixX Was 


conducted last fall (ADVERTISING 
AGE, Sept. 15 and 29). Newspaper 
promotion and store demonstrations 
were used, but promotion § soon 
lapsed and has not since been re- 
newed. 


McKesson & Robbins 
Releases New Campaigns 


The liquor division of McKesson 
& Robbins, Inc., New York, has 
released schedules for several] of its 
products, using newspapers, maga- 
zines, radio and outdoor advertising. 

Martin’s V. V. O. Scotch whisky 
will be promoted in newspapers and 
magazines; Sandeman ports and 
snerries, radio; Chapin & Gore 
bourbon, newspapers; Drambine 
liqueur, magazines; Oid Jim Gore 
bourbon, newspapers and_ painted 
bulletins; Dumont brandy, maga- 
zines; and Santa Alicia wines, radio 
Ivey & Ellington, Philadelphia, 
handles the account. 


Elects New Officers 


Stanley L. Musselman, formerly 
vice-president of William A 
Schautz Advertising Agency, New 
York, has been elected president, 
succeeding the late William A 
Schautz. Dale Woodward has been 
named secretary - treasurer. The 
agency will continue to specialize 
in bakery merchandising and ad- 
vertising accounts. 


Memo: to Sales- Minded Space Ruyers 


COMPARE THE 


three metropoli 


% Building Permits 
(lst 6 months, 1942) 


% Industrial Payroll 


Ist 7 months, 1942) 
Seattle 9 
TACOMA 
Spokane 3 


% Retail Sales 
(Ist 8 months, 1942) 


Seattle l 
TACOMA 


Spokane 


ind 
ysines4 Gai 


in Washington's 


70.6°/, GAIN 


tan markets! 


Seattle 43°/, Loss 
TACOMA 60°, GAIN 
Spokane 25% Loss 
% Average Industrial Wage 
(lst 7 months, 1942) 
Seattle $1.045 hourly Because: 
TACOMA 1.065 HOURLY 
Spokane 817 hourly 


gains 
4.3%, Gain 


1.5°% Gain 


6°, Gain 
8°/, GAIN 
2%, Loss 


Interested in selling the cream of Wash- 
ington’s war-time buyers—people who 
have money to spend? Then TACOMA is 
a “MUST” on your media list. 


(1) Tacoma offers concentrated popu- 
lation and concentrated buying 
power. 

(2) Tacoma is 


showing business 
actually GREATER than 


either Seattle OR Spokane. 

(3) Tacoma is a distinct and separate 
market which can be reached 
ONLY by the No. 1 Tacoma ad- 
vertising medium. 

Unquestioned leader in the field is the 
Tacoma News Tribune, delivering circula- 
tion in excess of 50,000—at a milline rate 
of only $2.34 ($2.13 for the evening and 
Sunday optional combination.) 
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End Frills, Watch 
Out for Rationing, 
Shoe Men Warned 


(Continued from Page 1) 
with the apparent alternative of 
enforced distribution from the gov- 
ernment. He also hinted that the 
shoe industry was on WPB’s con- 
centration list, although some dis- 
tance down the agenda. 

Philip H. Coombs, executive as- 
sistant to the director of the OPA 
retail trade and services division, 
warned the shoe men that the 
retailer must cut out frills such as 
unnecessary services and—in part— 
competition. This, he said, will help 
the retailer to meet the labor short- 


| | 
various minor economies may spell 


| the difference between life and 
|death for a retail store,” he said. 


OPA’s Service Budget 


On the hopeful side, he mentioned 
that price regulations in the future 
will be simplified, easier to price 
under, require less record-keeping 
and be more efficiently enforced. 
He said that OPA is now drafting 
a regulation permitting retailers to 
slough off certain services to reduce 
operating costs and eliminate waste. 

The attitude toward reduction of 
services by OPA will depend on 
these general points: 

1. Services eliminated or reduced 
must not lower the essential value 
which customers now receive for 
their money. 

2. It is not intended that retail- 
ers shall drop services which are a 
significant part of the value for 
which the public pays unless corre- 
sponding price reductions are made. 


ADVERTISING AGE 


for shorter working hours; (b) stag- 
gering industrial payrolls within a 
given area to lighten the sales load; 
(c) group buying and consolidated 
transportation. 

The Shoe Fair, which exhibits 
manufacturers’ lines, enlisted 800 
lines comprising several thousand 
patterns, despite the heavy load of 
production for war. Simplified pat- 
terns and various types of compo- 
sition soles played a dominant role 
in the exhibit. 


WEBM. CBS Radio Sales 
Announce Changes 


Dave Sutton, who joined Station 
WBBM, Chicago, in 1939, has been 
transferred to the New York offices 
of CBS Radio Sales, where he will 
represent the Midwestern station. 

Ernest Shomo, who has_ been 
associated with WBBM and the net- 
work since 1938, has been named 
eastern sales manager of the sta- 


age and better coordinate his man- tion. Ed Furman, of WBBM’s local 


Moreover, charges shall not’ be 


agement. “The cumulative effect of . 9€ | staff, will be sales contact and liai- 
made for services given free in|con at WBBM on all New York- 
March. originated accounts. 
3. The program will extend far 


Quality Readership PLUS 
Quality Advertising Means That 


beyond its mandatory portions. 

| 4. It will be the responsibility, 
not only the privilege, of retailers 
to make economies. 


Names Gerth-Pacific 
Cypress Abbey Company, Colma, 

Cal., has appointed Gerth-Pacific 

Advertising Agency, San Francisco, 


= Retailers were also urged to) to handle advertising for Floranite 
_ SHOULD BE ON YOUR SCHEDULE | establish group action to beat down combination peat moss fertilizer, 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. | operating costs by (a) agreement | and other garden products. 

ze 


NEED HELP ON 
THOSE NEW PROBLEMS? 


In just a few short months the calm “A Technique for Producing Ideas” 


routine of your job has undoubtedly is a made-to-order solution for such 


been very much upset. Product limi- problems. It is dynamic and stimu- 


tations made necessary by the war lating and does just what it says it 


emergency have developed an en- does. You can read it in half an hour 
tirely new set of problems for every- but you'll remember it for years. 


one in the advertising, merchandis- 


; James W. Young, the author, has 
ing or other creative departments of 


been for thirty years one of the 
brightest stars in the 


business. - 
advertising 


firmament. 


His clear thinking, his brilliant ad- 
vertising and merchandising cam- 
paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- 
nique for developing new ideas, 
ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 
for all their executives and represen- 
tatives. ‘Those who buy almost in- 
variably order additional copies for 


friends and associates. Be sure to 


get yours before the limited edition 


YOUR is exhausted. The price is only $1.00 


ORDER COPY NOW 


Postpaid $1299 


Advertising Age 


; THE NATIONAL NEWSPAPER OF ADVERTISING 
100 E. OHIO STREET 


postpaid. Five per cent discount for 


five copies or more. 


CHICAGO, ILL. 


Wrigley Car Card 


Schedule to Aid 
Manpower Drive 


(Picture on Page 39) 


Chicago, Nov. 5.—The Wm. Wrig- 
ley Jr. Company next week will 
convert its entire schedule of trans- 
portation advertising to promotion 
for the War Manpower Commission 
and the U. S. Employment Serv- 
ice. 

This move by the gum company, 
which has long been a prime factor 
in the transportation advertising 
field, will set car cards to work 
promoting war tasks and urging 
workers to get into war produc- 
tion jobs. An estimated 41,589,601 
people daily will view the appeals. 

The first car cards will be in 
| place by next Monday, with the full 
|schedule to be up shortly. The 
|design used—the work of Wrigley | 
artist Otis Shepard—will be utilized 
in similar 3-sheet posters, which | 
lare now in preparation. It is ex- | 
| pected that the current transporta- | 
| tion campaign will be the forerun- | 
| ner of similar promotion and that} 
the first showing will be the start} 
| of a new advertising campaign. 


Predicted in “Private Lines” 


car card schedule to the OWI for 
use in easing the manpower pinch 
was predicted exclusively in ADVER- 
TISING AGE, Private Lines, Oct. 26. 

Meantime, the question of retail 
availability of chewing gum was 
given an airing in a statement by 
the company. In essence, Wrigley 
said that although the supply of 
|gum available is almost equal to 
| 1941, a record year, demand 
mushroomed far beyond the 
dustry’s capacity to produce. 

Even if the industry could secure 
all the materials it needs—which it 
/can’t—the demand would exceed 
| production capacity. The excess de- 
mand is laid to armed forces, war 
workers, and to the mounting nerv- 
}ous tension of war times, which 
leads to increased gum consump- 
| tion. 


| 
| That Wrigley would turn over its 


Supplies a Bottleneck 


Another reason underlying the 
inability of gum makers to service 
retail outlets is supply. Sugar is 
limited, but the real shortage is in 


the gum base, which previously 
came from Borneo, Java, Sumatra 
and the Malay Peninsula. South 


and Central American sources are 
| still open, of course, but scarcity of 
shipping dictates the importation of 
only limited supplies. 

From a merchandising standpoint, 
the company feels, the gum buyer 
suffers from a psychology of scarc- 
ity, due in part to the fact that 
chewing gum has always been sold 
by being displayed prominently on 
the counter where the purchaser 
might help himself. 

Marketing and distribution-wise, 
the problem becomes this: since 
many industrial centers have ex- 
perienced sudden and tremendous 
population booms, it is obviously 
unfair to ration gum on the basis 
of last year’s consumption; in cities 
from which people have moved, in- 
creased demand has made it diffi- 
cult for and retailers to 


jobbers 


determine whether their market is 
smaller or greater: and tire and 
gasoline rationing has cut into 
wholesale buying, for many sub- 


jobbers and wagon distributors have 
been forced out of business, and 
their customers have been dumped 
on local sources of supply. 


‘True Story’ Issues 
New Rate Card 


True Story, New York, has issued 
its rate card No. 37, which becomes 
effective with the January, 1943, 
issue. The new rate setup offers 
new units and frequency discounts 
in color advertising. 

A circulation note explains that 
effective with the January issue the 
publication will maintain a 2,000,000 
net paid guarantee, and that if cir- 
culation on any issue falls below 
this figure, a pro rata rebate will be 


given advertisers. 


| 


has | 
in- 


Growth of New 
England Group 


Outlined at Meet 


| Boston, Nov. 3.—Steady progre 
lof the New England Newspap: 
| Advertising Bureau in attracti: 
|} both national and regional adve 
| tisers was outlined by A. G. Glay 
director, at the group’s fifth ann 
dinner and meeting here Oct. 26 
He listed 29 advertisers wh: 
combined linage in 1938 amoun: 
to 1,875,518, with only 13 spend 
over $2,500, and who used only 
New England papers. In contr: 
|he said, last year these same _9 
accounts were induced to use 
total of 4,409,361 lines, with all | 
two spending over $2,500, and 


the average number of pap 
boosted to 31. 
Two members were named 


the bureau’s administrative boa 
David W. Howe, business manag: 
Burlington Free Press, and Andi 
J. Pease, advertising manager, Bca- 
gor News, both for three-year ter: 


To Campbell-Ewald 

The Shirtcraft Company, New 
York, has appointed Campbe'|- 
Ewald Company, New York, to ¢i- 
rect advertising for both its m« 
and women’s divisions. 


USE 


PRINTING 


FAITHORN 


| 3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior servi 
to advertisers and advertisi: 
agencies... Notonly ist! 
evident in the finished work, but 
alsoin priceand actual timesay 
... Faithorn 3-in-1 service offers 
typography, engraving and print: 
ing—all under ONE roof... Th 
saving of TIME alone avoids y 
chasing the rainbows of discon- 
nected suppliers whose res} 
sibility is limited lo the work t! 
do... You will be pleased wi! 
FAITHORN SERVICE. On that: 
job try us and note the differ: 


ry 


Simply phone Wabash 7 


For many years 
Finchley has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish. 
but all are here, ready to serve you --° 
Speed —economy —satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


d 
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Typewriter Makers 
Move Into Reverse — 
as War Measure 


(Continued from Page 1) 


nies as official WPB procurement 
gents. Best estimates indicate that 
2,500,000 typewriters less than | 
seven years old—the only ones re- 
garded as eligible for repurchase— 
are in the public’s hands. Of these 
half are in offices and the remainder 
in schools, institutions, homes and 
local governmental agencies. 


New Award Promised 


The 600,000 figure laid down by | 
WPB means tnat approximately one 
out of four machines in use must 
be enlisted in the war effort. In 
this connection efficiency experts 
have offered recommendations on 
more efficient use of typewriters, so 
that three can do the work of four. 
These suggestions will be brought 
to the attention of business manage- 
ment and a seal of recognition—in 
effect a “white collar” counterpart 
of the Army and Navy “E”—will be 
awarded offices that cooperate. 

A comprehensive portfolio outlin- 


Private Lines 


One of the most unusual co-op 
ventures in the advertising field may 
draw to an amicable close with the 
waning of the year. Bell Aircraft 
and Curtiss-Wright, employing two 
different agencies, have been coop- 


|erating in the production of offset 


inserts for a rather extensive list oi 
aviation papers, with a Bell adver- 
tisement on one side and Curtiss- 
Wright copy on the other. Despite 
general satisfaction with the ar- 
rangements, the two companies may 
go their separate ways after next 
month because one is interested in 
switching from offset to four-color 
process and because their media 
lists will probably not be identical. 


The FTC sidestepped widespread 
“phoney” use of its wartime tele- 
phone priorities by publicizing little 
more than a formal announcement 
of the program. The various local 
telephone companies, however, 
were permitted to comb their classi- 
fied directories for eligible com- 
panies. To these companies the 
commission mailed a copy of the 
Board of War Communications 
order, together with explicit in- 


structions on how to place a pri- 
ority call. 

The WPB’s printing and publish- 
ing branch faces one of the most 
delicate problems of war admin- 
istration when it comes to allocating 
paper supplies to various groups of 
publishers and commercial printing 
users when rationing becomes 
necessary. The current Postoffice 
Department campaign against 
alleged violators of the second-class 
mail privileges is being undertaken 
with full WPB approval. Watch for 
further prosecutions. 


To Liquor Publications 

Muriel Long, for the past three 
and one half years with Sherman 
K. Ellis & Co., has been appointed 
art director of Liquor Publications, 
New York. She _ replaces Alex- 
ander Milton Fradkin, who has 
entered the Army. 


Cox to Knox Reeves 

F. Blake Cox, formerly sales pro- 
motion manager of W. B. Conkey 
Company, Hammond, Ind., has 
joined the copy department of Knox 
Reeves Advertising, Minneapolis. 


Utah Ballots 
Spell Doom for 
Chain Store Tax 


Salt Lake City, Nov. 4.—Chain 
store opponents throughout the 
country suffered a major blow this 
week as Utah voters sent a chain 
store tax down to defeat by a two- 
to-one margin. 

Although 19 other states have 
adopted legislation intended to curb 
the spread of chain stores, the Utah 
statute was the most drastic and 
might have stood as the pattern for 
proposed levies in other states. It 
provided special license taxes of 
from $50 to $500 a year for each 
chain store in operation, and up to 
as much as $5,000 for each new 
store opened or relocated in the 
state after the proposal became law. 

Advertising played a large part in 
the pre-election campaign, with 
both proponents and opponents 
using newspapers and radio stations 
throughout the state (ADVERTISING 
AGE, Nov. 2). The Utah Retail Gro- 
cers Association spearheaded the 
drive for the measure, which was 
bitterly contested by the United 
Citizens Against Higher Prices and 
numerous labor, farm and_ other 
organizations. The original tax bill 


| was passed by the 1941 legislature 


, appointed Fred R. Jones representa- 


and signed by the governor despite 
an attorney general's ruling that it 
was invalid. Enough voters signed 
a petition to force yesterday's refer- 
endum on the measure, making it 
inoperative until the proposal was 
definitely killed. 


Hess Takes New Post 


Milton J. Hess, formerly with 
Cowan & Dengler, New York, has 
joined Parker - Allston Associates, 
New York, as assistant to the presi- 
dent, Raymond D. Parker. 


Names Representatives 


American Brewer, New York, has 


tive in the Chicago area, and Alonzo 
Hawley representative in the Pitts- 
burgh territory. 


Heads WABC Publicity 


J. E. “Dinty’” Doyle, a member of 
Columbia’ Broadcasting System's 
publicity department, New York, 
since Feb. 1942, has been appointed 
director of WABC publicity. 


FOR A GOOD 
DAYS WORK IN 


ST.LOUIS 


GETA GOOD 
NIGHTS SLEEP AT 


OmMPcetTer Rates 


¥ AIR-CONDITIONED fROM 


ing the background and objectives 


of the project has been prepared by 
the four companies, for distribution 
to salesmen and to all typewriter 
dealers throughout the country. 

The Advertising Council under- | 
took the typewriter project a little | 
more than a month ago, after it be- 
came obvious that WPB’s direct ap- 
peal to business was not meeting 
with conspicuous success. The four 
major typewriter producers lent 
their unqualified support, and co- 
operatively evolved a_ complete, 
albeit unorthodox, merchandising 
package. All of the companies are 
completely converted to war pro- 
duction. 


or 


MALCOLM G. McEACHREN 

Chicago, Nov. 4.— Malcolm G. 
McEachren, 46, treasurer of the 
Central Printing and Lithographing 
Company, died Nov. 1 at his farm 
at Huntley, Ill. He had been with 
the company for the past 10 years, 
the last three as treasurer. 


EARL H. McCARTY 

Kenosha, Wis., Nov. 2.—Earl H. 
McCarty, 56, former president of 
Nash Motors Company, died today 
at his winter home in Del Ray 
Beach, Fla. A veteran in the auto- 
mobile business, he joined Stude- 
baker Corporation when the com- 
pany was a maker of horse-drawn 
vehicles and harness. 


JAMES C. BILLINGSLEA 


Evanston, Ill., Nov. 2.—James C 


Billingslea, 69, head of J. C. Bil- 
lingslea Company, advertising rep- 
resentative for farm papers, died 
Oct. 30 at his home here, after a 
t weeks’ illness 
J. F. JONES 

Hinsdale, Ill., Nov. 2.—J. F. Jones, 
formerly domestic sales manager of 


International Harvester Company, 
and its domestic and Canadian sales 
nr iger from 1925 to 1930, the date 
D > retirement, died here Oct. 23. 


New York subway riders eet youradvertising story 
on the same principle of insistent repetition that 
‘Tommy's teacher follows. The average rider takes 
26 trips a month with your subway advertisement. 

But subways’ persistent continuity is only one 
of the reasons for its thorough penetration of the 
New York market. This penetration also assures 


complete coverage—circulation is now at a record 


ONLY SUBWAYS GIVE ALL SIX: 


Maximum Coverage — nine out of 
ten adult New Yorkers rode the 
subways ina typical month—even 
before gas rationing. 


Daily Repetition —the average rider 
takes more than 26 trips a month. 


Prolonged Exposure —averaue trip 
exceeds 23 minutes. Plenty of time 
for reading and re-reading. 


True Color Identity —s our packaue 
and product in use, shown in full 
color. assures instantand unfailing 
recognition — gives your product 
appetite appeal. 

Point-of-Sale Influence — stores 
are concentrated on subway routes. 
Economy — Cost in cars, 1.6% 
thousand cireulations 
1.9¢ per thousand. 


per 
im stations. 


monthly average of 160,000,000. 


Say it fast, say it often, 
show your product in the 
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Population Shifts 
Blamed for Gallup 
Election Error 


New York, Nov. 6.—Wartime un- 
certainties appeared this week to 
have gummed the works of Dr. 
George Gallup’s hitherto 
ently accurate forecast machine, 
when the director of the American 
Institute of Public Opinion and re- 
search chief of Young & Rubicam 
underestimated the extent of the 
Republican upheaval throughout 
the country by more than 44 Con- 
gressional seats. 

The Gallup Poll, however, scored 
almost a bullseye in the 
landslide in New York State, mis- 


consist- | 


Dewey | 


|shifts and changed living conditions 
have altered market patterns even | 
more radically than research ex- | 
perts believe. 


Voters Were Older 


Most of the young men in the 
armed services, it is generally be- 
lieved, might normally be regarded 
Democratic voters, and 
workers who did not exercise their | 


|as 


war | 


ADVERTISING AGE 


Publishers Expect 


WPB fo Clarify 
Supply Problems 


Washington, D. C., Nov. yee’ 


franchise likewise fit into this cate- | development of a balanced program 


gory. 

Another’ interesting marketing 
j}aspect of the election was the fact 
that the percentage of 
women voters reached a new high, 
reflecting again the changed pattern 
brought on by the war. It was also 
noted by Gallup investigators that 
ithe average age of voters is higher 


than ever before, a condition that | 


|logically follows the elimination of 
so many young men in the armed 
forces. 


sing by less than one-half of 1%. | 


The survey was about two points 
off on total party vote nationally. 

The day before election Dr. Gal- 
lup predicted “the Democratic party 
will do better than anticipated by 
political prognosticators.” He said 
that the House makeup would con- 
sist of between 256 and 276 Demo- 
cratic seats and between 158 and 
178 Republican seats. Actually, the 
Democrats squeezed through with a 
bare majority and the new House 
will be made up of 220 Democrats, 
representing a loss of 36 seats, and 
209 Republicans, a gaim of 44 seats. 
Two Congressional seats are still in 


doubt, but at this writing the 
Democratic House majority is a 
meager five. 
Blames Low Turnout 
The institute today blamed the 


low turnout of voters for the mis- 


ealculation. Prior to the election 
Gallup forecast a total vote of 30,- 
000,000, but only 26,000,000 cast 


their ballots. Most of the stay-at- 
homes, the institute asserted, were 
normally Democratic voters. 


In commenting on the election 
forecast and results, institute of- 
ficials perceived significant mer- 


chandising implications in the poll 
Many non-voters, they pointed out, 


' were war workers assigned to night 


shifts. In addition, an estimated 
five to seven million men in 
armed forces, representing more 
non-voters, conspired to upset the 
prediction applecart. The institute 
believed before the election that it 
had made allowances for these con- 


the | 


ditions, but apparently population 
A 
MARIA KRAMER 
HOTEL 


HOME with every comfort 


and not a care... 


wore LIICOLN 


44th to 45th Street at 8th Ave.’ 


‘Spacious Rooms with $ap ' 
1400 Private Bath & Radio wut 


John L. Horgan, Gen. Mgr. Cl 6-4500 
Special Rates fo Men in the Armed Forces 


Pro-ten Meat 
Extender, Given 
St. Louis Test 


| Chicago, Nov. 5.—The Warfield 
| Company rushed into a new market 
|this week with Pro-ten, a meat ex- 
| tender, offered to housewives in the 
| St. Louis area. 
A test schedule calls for another 
| large-space advertisement in the St. 
Louis Post-Dispatch Nov. 15, to fol- 
low the first announcement copy in 
the same newspaper last Sunday. 
|Two smaller advertisements will 
appear Nov. 12 and 19. Results will 
determine future promotion of Pro- 
ten and possible expansion into 
other territories. 

“Now your grocer can help you 
get more servings from less meat,” 
the initial color copy advised house- 


wives. The product includes soy 
|grits, rolled oats and a vegetable 


protein derivative, and is offered in 
one-pound, 4-ounce packages at 20 
cents. Recipes are included on the 
side of the package and consumers 
are urged to “serve 25 to 40% larger 
portions in meat dishes, with more 
vitamins and minerals, by adding 
Pro-ten to your regular ground 
meat recipes.” 


Believed First in Field 


Warfield is believed to be the first 
in the field with this type of meat 
extender, although others have of- 
fered extenders composed of vari- 
ous other’ ingredients. Sausage 
makers long have used soy beans in 
itheir manufacturing, but cannot 
ship such an extended product in 
interstate commerce. Use of soy 
grits avoids such a ban on distribu- 


tion of Pro-ten, according to the 
company. 
McJunkin Advertising Company 


handles the account. 


Revises Vitamin Book 

General Mills has revised its 
booklet, “The Story of Vitamin A 
Esters,” to tell of recent improve- 
ments in both the process and prod- 
uct. The booklet has been offered 
to interested readers in recent pub- 
lication advertising. 


at 800 kc. 


MUTUAL BROADCASTING 


CREW 


9000 
WATTS Bae 


DAY and NIGHT 


registered | 


for orderly solution of the critical | 
materials, manpower, and transpor- | 
tation problems affecting the pub- 
lishing, printing, and advertising 
fields was forecast this week as two | 
newspaper veterans, respectively 
from the business and editorial sides 
of publishing, tackled key posts in 
the War Production Board. 

They are William G. Chandler, | 
former general manager of the 
Scripps-Howard newspapers, named 
permanent chief of the WPB print- 
ing and publishing branch yester- 
| day; and Donald J. Sterling, man- 
| aging editor of the Oregon Journal, 
selected to advise WPB chairman 
Donald M. Nelson on newspaper and 
publishing problems some 10 days | 
ago. 

Mr. Chandler succeeded George | 
A. Renard, executive secretary of | 
|the National Association of Pur- | 
chasing Agents, who had served as} 
acting chief of the WPB printing | 
and publishing branch and its OPM 
predecessor on a part-time basis for 
nearly two years. Mr. Renard sub- | 
mitted his resignation more than 
two months ago, so that he could 
devote full time to his association 
work in New York. 


Policy Change Made 


Administration of the printing 
and publishing branch during the 
last two months, and throughout 


most of its active days, had been 


centered in the hands of E. W. 
Palmer, Missouri book printer and 
deputy chief who, due to WPB 


organizational policy, enjoyed nei- 
ther the full authority nor the full 
prestige that industry branch chiefs 
are gaining during the present long- 
range reorganization of WPB. The 
original OPM and WPB policy 
called for naming an impartial out- 
sider to head each industry branch, 
with men from the same industry 
making up the operating staff. 

Scrapping of this policy within 
the last 60 days opened the way for 
appointment of an experienced pub- 
lisher, as predicted by ADVERTISING 
AGE. 
| Mr. Chandler’s WPB duties mark 
the first interruption in his lifetime 
of service with the Scripps-McRae 
and Scripps-Howard newspapers. 
His first job was as an ad taker with 
the Cleveland Press at the age of 17. 
In 1923 he became the president of 
the central group of Scripps-How- 
ard newspapers, including papers in 
Cleveland, Pittsburgh, Cincinnati, 
Toledo, Columbus, Akron, Youngs- 
town and Covington. He was gen- 
eral business manager for Scripps- 
Howard from 1929 to 1939, and a 
member of the advisory board of 
the group after that date. 

Mr. Chandler faces no easy task, 
for the materials and manpower 
demands of the war are forcing a 
sharp paring down of the entire 
military and_ civilian production 
programs. 

All publications face even sharper 
curtailments in their consumption 
of steel stitching and baling wire, 
copper and zinc plates for engrav- 
ings and_ stereotypes, and other 
metals as Leon Henderson, chief of 
the WPB’s Office of Civilian Supply 


attempts to bring all essential 
civilian requirements for these 
metals in balance with the small 


amounts left after direct munitions 
production. 


Must Decide on Paper 


Biggest single immediate problem 
that of conserving newsprint, 
groundwood, bookpaper and other 
printing papers in the face of rap- 
idly-shrinking supplies. Here the 
problem is created by manpower 
shortages in the pulpwood produc- 
ing areas, and by increased demands 
for pulp in explosives, rayon, and in 
various forms of paper substitutes 


is 


for even more critical metais and 
plastics in containers. 
One of Mr. Chandler’s earliest 


tasks will be the allocation of paper 


—— 


— 
—_— — 
—_—_ 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, 


as follows: ; 
“Representatives 
minimun charge $1. 


Wanted,” ay: 
Ter: 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 i: 


$4.75 per inch. 


| printing 


HELP WANTED 
Associate editor on Chicago trade 
paper in building material field. Should 
be able to take pictures, make layout, 


order engravings. Knowledge of 
building or building materials desir- 
able. Write fully age, experience, 
salary desired. 

Box 3850, ADVERTISING AGE, Chgo. 
Layout man or woman for work, 7th 
to 12th each month. Must be speedy, 
expert and a whiz. Judy Publishing 
Co,, Chicago. 

EXPERIENCED TRADE PAPER 
SPACE REPRESENTATIVE. WRITE 
IN FULL DETAIL 


Box 3845, ADVERTISING AGE, N. Y. 
Man or woman to handle advertising 


production and make-up on monthly 
trade paper; must have some experl- 
ence; location New York City. Give 


full details including draft status and 
salary desired. 

Box 3848, ADVERTISING AGE, N. Y. 
Advertising salesman wanted, Will 
start experienced, responsible man at 
$100 week. Commission on top of this 
can bring income up to $250 weekly. 
Opportunity in on ground floor 
and own part business through 
ability rather than cash. This is a 
going, successful two year old shop- 
pers’ weekly in middle sized middle 
west city. Living conditions excellent 
Write giving details. Ask any ques- 
tions 

3OX ADVERTISING 
WANTED: Woman with grocery ot 
food trade journal experience including 
proofreading, stoncgrnyny and writ 
this 


AGE, Chgeo 


3839, 


3862, 


publica- 


ne. Address Box 

tion. Replies held in confidence. Our 
organization knows of this advertise- 
ment 


ADVERTISING BROKERS WANTED 
To sell industrial firms new, patented, 


time-saving, 2-year computing calen- 
dar as advertising premium item, im- 
printed with advertiser's message 
Volume sales easily obtained. Gen- 
erous commission. 
COLOR PRINT 
357 E. ERIE, MILWAUKEE, WIS. 


POSITIONS WANTED 
HAVE YOU A TRAINED MAN PRO». 


LEM FROM DRAFT OR 
ENLISTMENT? 
All-round advertising agency acco 
executive and writer past draft 
offers part time services as age! 
copywriter or account man or in 


vertising or sales promotion capac 
with advertiser. Not interested 
permanent connection but eager 
fill temporarily and capably the sh 
of someone who is coming back 

Box 3849, ADVERTISING AGE, Cl 


Able Editorial Woman. [Expert 
phases pub. procedure & policy. © 
standing features. Rewrite, Prod 
Box 3829, ADVERTISING AGE, 


ONE MAN FOR TWO JOBS! 
Advertising Manager- Art Direct 
Top flight Industrial specialist in 
rect mail, trade paper, house org 
3A, child, now employed, New Yor} 


go anywhere. Sample folio on 
quest. ‘ 
tox 3846, ADVERTISING AGE, N 
ARTIST — Creative-layout man 


ished artist. 8 yrs. well known ¢ 
cago agency. Seeking position w 
busy agency free lance or sala 
Draft exempt. 

Box 3847, ADVERTISING AGE, Ch 


ADVERTISING PRODUCTION MAY 
Available for manufacturer, agency 
or department store; 8 yrs. inten t 
advertising experience. Shrewd buyer 
of printing, typography, engray 
paper, ete, Versatile, cooperati 
creative, expediter. Can write c¢ 
Fine record. Married, 1 child, 3A dr: 
30x 3834, ADVERTISING AGE, C1} 


MISCELLANEOUS 
“KROM-A-TONE” Post Cards 


Newest, most economical method f 
| advertising any product. College cam- 
pus views, scenic views, military 
camp views, and illustrated advert 
ing eards. Samples and prices u} 
| request. Graphie Art Photo Service 


300 Market Street—Hamilton, O} 


production to the various claimants 

newspapers, magazines, business 
papers, books, government publica- 
tions, direct mail, etc. It is ex- 
pected that such allocation will be 
on the basis of end-use of the paper, 


and the importance of that use| 
to the war effort, with varying | 
cuts from production during an 


April-September base period being 
effected during the coming year. 
Representatives of the various 
consuming groups, such as news- 
papers, magazines, and commercial 
printers, will participate in discus- 
sions of the pending orders in in- 
dustry-advisory committee meetings 
with the printing and publishing 
branch and the pulp and paper 
branch during the next few months. 
The manpower situation was 
eased somewhat during the past few 
weeks by the Selective Service Sys- 
tem’s classification of a number of 
and publishing jobs 
“communications” occupa- 


as 


critical 


tions which Selective Service Boards | 


should defer when local conditions 
warrant. 

An element of confusion was 
added to the manpower picture this 
week when Harry Hopkins, special 
assistant to the President, predicted 
in The American Magazine that 
277,000 of the 547,000 workers em- 
ployed in the paper, printing, and 


publishing fields in April, 1942, 
would be shifted to war work. 
Queried by ADVERTISING AGE, Mr. 


Hopkins declined to give either the 
source of his estimates or a break- 
down of the various branches of the 
industries from which the man- 
power would be drawn. 


Sees Vast Shifts 


Mr. Hopkins predicted in the arti- 
cle that almost no workers would 
remain in civilian production or re- 
pairs of refrigerators, vacuum clean- 
laundry equipment or cash 
registers. 

In the electrical machinery indus- 
try, he said, 550,000 workers would 
change to war work, leaving 42,000 
for civilian work. In other machin- 
ery employment, he predicted, 


ers, 


1,087,000 persons would be engaged 
4,000 


in war work, remain 


civilian work. 


in 


A. A. Schechter Heads 
OWI Special Events 


A. A. Schechter, former director 
lof special events for the National 
| Broadcasting Company, has _ been 
named chief of the OWI bureau of 
special events. 

Mr. Schechter, who has been serv- 
ing as special assistant to Gardner 
|'Cowles Jr., deputy director of OW1, 
|will plan special promotions, such 
‘as observance of the Pearl Harbor 
anniversary on Dec. 7. His work 
will be closely integrated with that 
lof the OWI bureau of campaigns, 
‘headed by another former NBC 
|executive, Ken R. Dyke. 


Smith to Lamb Agency 


Melville H. Smith Jr., has re- 
| signed as assistant advertising man- 
|ager of White Laboratories, Newark, 
lto join James G. Lamb Agency, 


| Philadelphia. 


To Arthur Kudner 


Arthur Kudner, Inc., New York 
|has been named agency for Elastic 
|Stop Nut Corporation, Union, N. J. 
1 


— 


Big National Advertiser 


WANTS $> -**: 


Ass’t Advertising) Manager 


Exceptional position wi!!! 


one of America’s large! 
advertisers for really toy» 
flight man who can pro 

he has ideas, imagination. 
and executive ability. Food 
experience helpful but not 
Give full detai'- 
in first letter. All replics 
confidential. Only A-1 man 
can qualify. Mid-West !o- 


Address 


Box 3842 
Advertising Age, Chicaso 
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Liquor Interests 
Test Campaign in 
Dry Strongholds 


New York, Nov. 5.—Depicted as a 
jiscussion of issues involved and not 
an assault on the prohibitionist 
camp, a test campaign conducted by 
the Conference of Alcoholic Bever- 
ages Industries next week will 
ing into every newspaper, both 
ily and weekly, in all towns of 
000 population or less in Ala- 
ma, Arkansas, Florida, Georgia, 
rth Carolina, Tennessee, Texas 
and Florida. 

‘This campaign is strictly in the 
nature of a test,” Glenn Griswold, 
director of public relations for the 
conference, pointed out, “and the 


2 


THE OLD JUDGE SAYS 


results obtained will 
whether the campaign should be ex- 
panded to include other states.” 

Mr. Griswold added: ““We are con- 
vinced that there are many sound 
citizens in such towns and areas 
who have been misguided by pro- 
fessional dry agitators, and who 
have never heard the true facts con- 
cerning our industry. Then again, 
most people in these areas were 
never subjected to personal contact 
with the evils of prohibition.” 

The series centers around a char- 
acter known as the “Old Judge” 
who discusses the basic facts con- 
cerning the industry, its problems, 
its contributions toward the war ef- 
fort, and its importance in the eco- 
nomic structure of the country. 

Initial appropriation for the cam- 
paign is $100,000. Swertfager & 
Hixon is the agency. 

The National Editorial 
tion, composed of 
newspapers, has 
the advertising 
on a one-order, one-bill basis. 

The NEA has not heretofore per- 
formed this service for its members, 


Associa- 
smaller town 
arranged to handle 
in its publications 


but may extend it to other adver-| 
The organization | 


tisers if desired. 


has also produced a directory of 
small-town weeklies and dailies 
which is available to advertisers 


and agencies. Details are handled 
by the national headquarters of the 
association in Chicago. 


Named New Ad Manager 
Purd B. Wright Jr. has been ap- 
Pointed advertising manager of 
Lone Star Cement Corporation, New 
York. He succeeds Dewey Thomp- 
son, whom he formerly assisted. 


determine | 


Canada Freezes 
All Business and 
Bars New Firms 


Ottawa, Ont., Nov. 3.—Canadian 
business settled firmly into the grip 
of a wartime economy here yester- 

ay as the Wartime Prices an 
Trade Board issued an order which 
prevents existing companies from 
expanding or stocking new lines. 
The order also specifically prohibits 
the establishment of new enter- 
prises. 

The order, which became effective 


today, is designed to restrict civilian | 
business so that more men, money | 


and material will be diverted into 
| war industries. It applies to manu- 
| facturers, retailers, wholesalers and 
10 types of service establishments. 

The board scotched a persistent 
}rumor which had claimed that 
| 20,000 small businesses would be 
| closed by government order within 


|| the next few months, calling this 


report “absolutely false.” 
Vanished Items Included 

| Permits will be issued in excep- 
| tional cases, such as the establish- 
ment of new enterprises in war cen- 
| ters where rapid population growth 
| Justifies their existence. On the 
| other hand, where products are now 


| off the market—such as radios 
| stores which formerly sold these 
| vanished goods will not be per- 


mitted to take on new lines. 

Sales of magazines, newspapers 
and periodicals were specifically 
|}exempted from the order, as were 
|}any undertakings operated by the 
| Dominion or the provinces, or any 
religious, charitable, philanthropic 
or educational organizations. 


Carson Replaces Eastman 
| Lee J. Eastman, president and 
| general manager of Packard Motor 


Car Company of New York, has re- | 


tired from active Packard duty and 
has submitted his resignation. Mr. 


Eastman, who has served Packard 
for 27 years, plans an immediate 


rest and later activity in the air- 
craft field. Replacing Mr. Eastman 
is R. W. Carson, who becomes vice- 
president and general manager. 
Presidency of the company has been 


assumed by George T. Christopher, | 


president and general manager of 
the parent corporation, Packard 
Motor Car Company, Detroit. 
Red Cross Shoes to 
Change Trade Name 


As the result of the government’s | 


attitude toward the use of “Red 
Cross” as a trademark on commer- 
cial products, United States Shoe 
Corporation, Cincinnati, has advised 
| the trade that its Red Cross shoe 
|line, sold under that brand for 50 
|years, will be renamed the Gold 
Cross line. 

The change will be effected with 
the spring line, which is now in 
production. 


Makes Solution Tester 

In reporting that Lacey-Webber 
Company, Kalamazoo, Mich., has 
appointed Behel & Waldie & Briggs, 
Chicago, to direct advertising, Ap- 
VERTISING AGE erroneously said that 
Lacey - Webber manufactures anti- 
freeze. The company manufactures 
an anti-freeze solution tester, 
“Freez-gide,” and other automotive 
service items, and also produces 
molded plastic parts. 


ILLINOIS? 


Booming industrially and 
egriculturally. Reach a 
big chunk of it through 
the DECATUR station, 


250 W. 1340. Full Time. 
Sears & Ayer, 
Local 


Reps. 
help given. 


WSOY 


vNN 


— 4 J. J. GIBBONS LIMITED - 


ee 


REGINA 
CALGARY 
EDMONTON 


VANCOUVER 


ADVERTISING AGENTS 


WCOP coordinates radio technique with selling 


| WCOP - npaesemTto by 
HEADLEY-REED CO. 


e ability to make programs pay a profit. 


} 
} 


| 


| Bureau, 


q Sharp Cuts Made 


in Allotments to 
Civilian Industry 


Washington, D. C., Nov. 5.—An- 
nouncement Monday of the con- 
trolled materials plan which will | 
govern the flow of critical materials 
into war and civilian production in 
the future, held both good and bad 
news for marketers, and highlighted 
the Washington week for marketing 
men. 

Good news was the preservation 
of wholesalers and other normal 
middlemen in the picture, and the 
recognition that freedom to . buy 
from competitive suppliers would | 
speed production and keep alive 
normal business channels, as well as 
industrial advertising. 

Bad news was the necessity for 
immediate formulation of a civilian 
supply program pared to barest 
essentials. The impact of this pro- 
gram was dramatized by Leon Hen- 
derson’s press conference reply to 
an ADVERTISING AGE query on the 
extent of reductions of civilian 
goods. The price administrator, 
who doubles as chief of the WPB 
office of civilian supply, indicated 
that all civilian uses would receive 
a maximum of 1!'2% of their 1941 
consumption of steel and %4 of 1% 
of their 1941 consumption of copper 
under the program. Other allot- 
ments will be cut less severely. 


Florida Vacations Cut 


Other government developments 
bearing on marketing were: 

Tuesday, virtual elimination of | 
Florida vacation travel by the Office | 
of Defense Transportation. 

Wednesday, WPB orders stopping | 
all civilian production of razors, 
limiting production of blades to 80% | 


of 1941 output, 112% of 1940. 
Thursday, WPB orders ending | 
allotments of terneplate for con- 


tainers for varnish removers, liquid 


lacquers, lacquer thinners, lacquer | 


stains and shellac. 

will substitute. 
Friday, strict Board of Economic 

Warfare regulation over all exports 


Glass and fiber 


of goods in the hands of dealers 
| bearing trademarks, trade names, 
|labels, or brands of any enemy 
| country. 


Political Changes Studied 

On the political front, back stage 
Washingtonians the workaday 
| correspondents, attorneys, adminis- 
| trators and trade association execu- 
| tives who survive political upheav- 
als—interpreted Tuesday's election 
returns as a shot in the arm for all- 
out industry - military - government 
teamwork in the critical days ahead. 


Hevenor Adds Two 

Hevenor Advertising Agency, Al- 
bany, N. Y., has been appointed to 
direct advertising for Fillmore 
‘arms, Bennington, Vt., and Covert 
Mfg. Company, Watervliet, N. Y. 


rj 


Fillmore Farms will use newspapers, | 


radio and direct mail to advertise 
its certified milk and other dairy 
products. Covert Mfg. Company 
will use direct mail and business 
paper advertising. 


Gettings Advanced 

P. C. “Pat” Gettings, Luxor sales 
representative, has taken over the 
eastern Luxor territory formerly 
covered by W. D. McCoy, who has 
joined the Army air forces and is 
stationed at Lincoln, Neb. 


Dema Dunckel Promoted 


Dema Dunckel, formerly office 
secretary, has been appointed pro- 


duction manager of Western News- | 


paper Union, San Francisco. She 


;succeeds E. M. South, who has en- 


listed in the Army. 


Neville Takes New Post 

R. W. Neville has been appointed 
to the newly-created post of assist- 
ant advertising manager for the fire 
division of Cardox Corporation, 
Chicago. 


L&T Names Whitsel 
Elmore Whitsel has been ap- 
pointed assistant to Ted Lotter, pro- 


duction manager of Lord & Thomas, 
San Francisco. 


Sweets to Duane Jones 


The Sweets Company of America, 
Hoboken, has named Duane Jones 
Company, New York, as its adver- 
tising agency. 


FOR DECEMBER 1942 19.2% 


~ Qurpoors 


1S IT ON YOUR SCHEDULE? 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


an mail from Philly 


You get both with: 


The tonic of a strong, but “all 
out for victory” opposition, will, it | 
was generally interpreted, be re-| 
flected in more conservative and 
cooperative administration by the 
various bureaus and commissions 
whose decisions bear most closely 


}on marketing, advertising, publish- 
ing and broadcasting problems. 


Smith Advanced 

C. K. Smith, formerly in charge 
of the wholesale branch of Nunn- 
Bush Shoe Company, San Fran- 
cisco, has been appointed Pacific 
Coast manager of the company’s re- 
tail outlets, with headquarters in 
San Frangisco. He replaces Stanley 
C. Olson, now a captain in the Army 
specialist corps. 


Shepherd to ‘Esquire’ 

John Edwin Shepherd, formerly 
account executive with Samuel C. 
Croot Company, New York, has 
been named director of research 
and trade extension for Esquire, 
New York. 


Moves to New Office 

Foreign Advertising and Service 
formerly at 7 Exst 42nd 
St., New York, has moved to 342 
Madison Ave. 


Names Howard Swink 
Universal Cooler Corporation, 

Marion, O., has appointed Howard 

Swink Advertising Agency, Marion, 


in the 


as advertising counsel. 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


NEW ORLEANS, 


50,000 watts - - clear channel 


Philadelphia listeners show their “brotherly love” by writing 
in all the way to WWL in praise of our programs. Our mail 


constantly shows our long-range selling-POWER. 


But it is much more important to you that we dominate com- 
pletely the rich trade area around New Orleans 


it to you for your sales and profit. 


The greatest selling POWER 


CBS Affiliate—Nat'l. Representatives, The 


GEORGIA 


and deliver 


South’s greatest city 


Katz Agency, Inc. 
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Urges ‘Perfection’ 
Be Discarded as 
Package Standard 


Lund Calls for 
Simplification As 
Wartime Aid 


New York, Nov. 5.—Perfection is 
a prewar luxury that cannot always 
be carried over into 


in the packaging of consumer goods, 
Joel Y. Lund, vice-president of 
Lambert Pharmacal Company and 
president of the Packaging Institute 
told the organization’s annual meet- 
ing here today. 
Discussing some 


of the 


problems facing package designers | 


and merchandising men, Mr. Lund 
asserted, ‘We have been accustomed 
so long to perfect protection in cans 
glass or other materials, that there 
is a tendency to write specifications 
for substitute containers that say, in 
effect, “Just make a paper package 
that is equivalent to a glass bottle 
or tin can and we will be satisfied.’ ”’ 


Many of the items being distrib- | 


uted through consumer channels, as 
well as to the armed forces, are 
over-packaged, he said, recommend- 
ing that “a study based on actual 
protective requirements will indi- 
cate simplifications that will not 
only greatly aid in the necessary 
rapid production of the items, but 
will save materials for other uses 
where they are absolutely neces- 
sary, and materially decrease the 
cost.” 

Mr. Lund asserted that WPB reg- 
ulations have gone “too far” 
prohibition of packaging machinery 
manufacture. Properly designed 
equipment, he said, not only de- 


creases costs but also makes much | 


easier the tremendous production 
capacities that are necessary. This 
will be a more and more important 
factor as the labor shortage 
creases, he added. 

The practicality of adopting glass 
closures to solve a pressing packag- 
ing problem was stressed by Wil- 
liam W. Fitzhugh, deputy chief 
the WPB containers branch, 
mentioned the successful 
of this material for beer 
caps. As a _ substitute 
plastic closures also 
discussion, but 
that increasing war demands 
probably make allocation of plastics 
inevitable. 

The role of glass in the wartime 


of 


adoption 
and wine 
for metal, 
came up for 


packaging picture was dramatized | 


by Owens-Illinois Glass Company 
which demonstrated what the in- 
dustry has done to speed up pro- 
duction of food, drug and other con- 
tainers. Standardization of shapes 


and sizes has materially increased | 
the productivity of existing equip- | 


ment, the company said. 


Houlahan to Block 


Frank J. Houlahan, in charge 
of the Midwest territory of the Tea 
Bureau since 1936, 


sociates. 


the difficult | 
task of devising wartime substitutes | 


serious | 


in the | 


who | 


it was pointed out | 
will | 


has joined the | 
Chicago office of Paul Block & As- | 


WAR ‘WORK DEPICTED 


Forbes Lithograph Mfg. 
method of showing how it is contributing 
| to the war effort by producing for in- 


Co. 


uses this 


| dustry, government and armed forces. 

| The colorful display appears in a win- 

dow of the Boston & Maine Railroad 

| station, Boston, under auspices of the 
New England Council. 


- Aurex Corporation 


Unleashes First 
Promotion Drive 


Chicago, Nov. 4.— The first na- 
tional advertising campaign in his- 
tory for Aurex Corporation’s Aurex 
hearing aids will get under way 
with a three-column bridged layout 
in the Nov. 14 issue of The Satur- 
day Evening Post, to be followed by 
insertions in the rotogravure 
tions of 22 newspapers and the West 
Coast edition of This Week Maga- 
zine. 

The Aurex copy features the 
Model C hearing aid, which permits 
a “25% wider hearing range.” <A 
coupon features the double offer of 
a book on hearing and a free hear- 
ing test at one’s own home or at a 
local Aurex office. 

The unusual bridged layout in the 
Post consists of a single column on 
the left-hand page next to the gut- 
ter containing a list of more than 
100 Aurex offices. 
occupies the outside two columns of 
the right-hand page. Continuity 
achieved by repeating the illustra- 
| tion and logotype in both pieces of 
copy. 

A full list of tie-up material 
being supplied to Aurex representa- 
tives, including mounted proof dis- 
play cards, reprints for mailing to 
| prospects, and mats of tie-in news- 
paper advertisements. 

Batten, Barton, Durstine 
born is the agency. 


sec- 


new 


IS 


IS 


& Os- 


‘TIES IN COPY WITH 
HEARING WEEK 

Des Moines, Ia., Nov. 2.—The Des 
Moines Register and Tribune tied in 
with National Hearing Week, Oct. 
25-31, to run 
sified advertising, 
aid companies took display 
under a special heading. 

A new idea for the Iowa dailies, 
| the innovation attracted six com- 
| panies which decided to run special 
| displays on a three-time basis. 
companies are Audi-Phone 
pany, Acousticon Institute, 
Hearing Aids, Aurex - Des 
Company, Telex Hearing Aid Serv- 
lice, and Sonotone. 


space 


The selling copy | 


a special type of clas-| 
in which hearing | 


The 
Com- |} 
Vacolite 

Moines 


‘Concentration in 
Furniture Field 
Needless, Whiting 


Chicago, Nov. 


a “difficult and needless job,” Law- 
rence Whiting, president of the 
American Furniture Mart here, de- 
clared this week that the govern- 
'ment is using only 49.24% of the 
companies now converted to war 
production. 

The furniture and home furnish- 
ings industry would be among the 
toughest to concentrate, Mr. Whiting 
'said, largely because it is made up 
‘of small plants (about 6,000, of 
| which 3,500 make furniture), and 
| because most of them are scattered 
in small cities. 
are 100% converted to war work, he 
said, adding that the smaller ones 
lack capital to buy machinery to 
convert, even if such machinery 
could be purchased. 

Mr. Whiting also pointed to the 
vast demand for furniture, which he 
| believes can be met without hinder- 
ing the war effort through use of 
critical materials, and cited the de- 
velopment of wooden springs for 
beds and other furniture evi- 
dence for his belief. 


as 


Cites Mart Survey 


The American Furniture Mart, its 
president disclosed, making a 
survey to determine what part of 
the industry’s capacity the govern- 
ment utilizing. The first 156 
companies to answer the question- 
naire revealed that 68 had no war 
orders, despite long and determined 
efforts to secure them; and 88 had 
orders using 49.24% of their avail- 
able war work capacity. The gov- 
ernment is using only 27% of the 
156 plants’ entire capacity, he sum- 
marized. 

Although furniture 
making 250 items for 


1S 


IS 


plants 
war 


are 
in which 


4.—Terming con-| 
centration in the furniture industry | 


Most large plants | 


| board order 


wood can be used to save steel and | 
aluminum—including wooden war 
and transport planes—Mr. Whiting 


declared that “the thousands of fur- 
niture plants all over the country 


are not using any large amount of 
critical materials. They can get 
plenty of glue and sandpaper, and 


in most fields adequate walnut, ma- 
hogany, maple and other materials 
are available.” 

“It would be unfortunate to pre- 


ivent them from making furniture, 
for which there is an enormous 
market,” Mr. Whiting declared. “The 


only wood shortages are in certain 
kinds needed for war use.” 
Speaking here before the National 
| Association of Furniture Manufac- 
iturers on Sept. 24, William A. 
WPB, warned that the 


try branch, 


| tion soon, and that there is a loom- 
ing lumber shortage of some 6! 
billion board feet. In this 
speech, reported in ADVERTISING AGE 
Sept. 28, the branch chief advised 
furniture makers to get into war 
work, although he admitted that 
finding such work is a “tough nut to 


' crack.” 


| bureau’s 


Montgomery Ward 
Sued by OPA, Hit 
by WLB Member 


Chicago, Nov. 5.—Evidence that 
the government and Montgomery 
Ward & Co. still have some way to 
travel until they arrive at a solution 
of their present trouble piled up 
this week as the mail order com- 
pany was sued by OPA for 600 price | 
ceiling evasions, and a member of | 
the War Labor Board warned that | 
the company faces federal seizure 
if any WLB provision is set aside in 
dealing with union membership. 

The OPA suit, filed in the name 
of Administrator Leon Henderson, 
requested an injunction preventing 
the company and its officers from 
continued violations. The violations 
enumerated were overcharges of 
from one to ten cents per article on 
600 items of furniture, clothing and 
accessories. 

In Washington, Wayne L. Morse, 
a WLB member, warned that the 
government would take charge of 
the company if it disregarded a 
providing for mainte- 
nance of union membership. The 
exchange took place at a public ses- 
sion called by the WLB to consider 
unanimous recommendation of a 
three-man panel that union main- 
tenance and a voluntary check- off | 
of dues be ordered for the com-| 
pany’s 5,500 employes in Chicago. | 
Defiance of the order, Mr. Morse 
said, would mean that labor would | 
no longer be obligated to honor its | 
no-strike agreement. 


Henderson Backs 
Better Business 
‘Scare’ Campaign 


Washington, D. C., Nov. 4.—Price 
Administrator Leon Henderson to- 
day urged the National Better Busi- 
ness Bureaus to continue vigorous 
prosecution of its campaign against 
“scare” advertising that capitalizes 
on shortages or encourages hoard- 
ing. 

Mr. Henderson’s views were ex- 
pressed in a letter addressed to 
Kenneth Barnard, chairman of the 
war activities committee. | 
He said: 


“Thanks for bringing to my atten- 


tion the work you are doing to elim- 
inate ‘scare’ advertising. This is a 
most valuable project. ‘Scare’ ad- 
vertising is a cheap device used to 
swindle the public by creating false 
stimulation of purchasing. People 


| who resort to this dishonest | 


lend, 


Adams, chief of the furniture indus- | 


furniture industry faced concentra- | 


| quarter 


of promoting their petty self-inter- | 
est serve neither their country nor 
themselves, 
when the hoarding, the short- 
ages, the inflation, and interference 
with the war program they create is 
realistically measured. 


as they too suffer in the | 


I urge you) 


to continue your program as a) 
sound contribution to the total 
effort.” 


Inland Steel Company 
blunt | 


Net income for the quarter ended 
Sept. 30 was $2,642,409, against 
$3,675,724 during the comparable 
last year. Profits for the 
nine months ended Sept. 
$8,113,890, compared with $11,247,- 
342 for the same period in 1941. 
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hat about WSYR? 


More than ever it's your most effective means of 
reaching and selling this booming, buying area. 
WSYR covers not only Syracuse but over 20 rich, 


to WSYR — 


spending counties of Central New York. They listen 
the only Basic Red Station in this area. 
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Salary Limit | 
Edict Seen as 


Threat to Radio 


New York, Nov. 5.—Frankly pu: 
zled over what may be the fate | 
some of their high-priced rad 
stars, advertising executives her- 
this week awaited clarification 
Washington’s edict against net 
comes in excess of $25,000, befo 
mapping out plans for the future. 

The case of the poor little ri 
boys and girls caused major conce 
among agencies as well as nation. | 
advertisers, and the _ possibility 
emerged that the patterns of son, 
of the most popular programs on 
the air may undergo changes as a 
result of the salary limitation. The 
ruling laid down by Director of 
Economic Stabilization Byrnes fixes 
maximum gross income at $67,000, 
which would be pared down to $25.- 
000 after normal deductions and t:x 
payments. 


Hold Payments Up 


It appeared likely today that un- 
til a definite interpretation of the 
|salary freeze order’s application to 
|the entertainment field is obtained, 
/most agencies will hold up payments 
in those instances where gross si|- 
ary this year has already exceeded 
the $67,000 figure. Young & Rubi- 
cam has already adopted such a 
policy, affecting a galaxy of stars 
including Jack Benny, Kate Smit 
Eddie Cantor and Burns & Allen 

That some radio headliners who 
also appear in motion pictures will 
have to make a decision on which 
medium they prefer to depend for 
a livelihood appeared to be the 
choice facing more than one big 
name. Hope was expressed by 
many observers that Washington 
might recognize some of the condi- 
tions peculiar to the entertainment 
field in clarifying the salary limita- 
tion. But until the uncertainties are 
cleared up, neither sponsors, agen- 
cies nor performers are in a position 
to outline future procedure. 


Lundy to Quigley 


Oscar Lundy, who has been west- 
ern editor of the New York Inde- 
pendent Weekly, has been named 
Chicago editor of Quigley Publica- 
tions, publisher of Motion Picture 
Daily and Motion Picture Herald. 
His offices will be located in the 
Blum building. 


Read Now Publisher 


Ingraham Read, formerly vice- 
president and Pacific Coast manager 
of Paul Block & Associates, San 
Francisco, has become publisher of 
the Post-Enquirer, Oakland, Cal. 


Dowd Joins Compton 

Doris Dowd, formerly continuity 
writer of the Kate Smith radio 
show, has joined the radio copy de- 
partment of Compton Advertising, 
New York. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago @ 
207 North Michigan Ave - 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW O 


THE WEEK 


WORK-AND-WIN PLANT AIDS 


fax j 


EVEN 6009 REASONS 
FOR NOT WORKING 
if WON'T HELP You W/# 
“7 THE TIMECLOCK 
JACKPOT / 


Pictured here are some of the time clock "jack pot’ charts, color posters and 

broadsides being used by Webster-Brinkley Co., Seattle, to keep its workers on 

the job. War bonds and stamps are the ‘payoffs.’ Pacific National Advertising 
Agency handles the account. (Story on Page 27.) 


‘BAG-IN-BOX' VICTORY PACKAGE 


Joseph Martinson, New York coffee maker, was awarded the blue ribbon of the 
sixth annual packaging show sponsored by the Spice Mill at The Homestead, 
Hot Springs, Va. At the left is the old vacuum can, at the right the new paper 
bag lined with Lamofilm and packed in a cardboard box, imprinted to resemble 
the former can for display purposes. Al Paul Lefton Co. handles the account. 


MINNEAPOLIS ADMEN WORK ON FUND DRIVE 


ae 


Joyce A. Swan, vice-president, Advertising Club of Minneapolis, and publicity 
thairman of the 1943 Minneapolis War Chest, explains the chest promotion ‘o 
Stahom Hutton, director of the British Press Service, Chicago; C. J. Greenwood, 
‘retary, Northwest Council of Advertising Agencies; and Basil L. Walters, 


managing editor, Minneapolis Star Journal and Tribune. 


HISTORY REPEATS ITSELF 


One of the most popular calendars 
issued during World War |—Hercules 
Powder Co.'s painting of a doughboy 
leaving his dog and remarking, "Not 
This Trip, Old Pal''—will be reissued by 
the company for 1943. Arthur D. Fuller, 
who painted the scene 25 years ago, is 
shown here with Theodore Marvin, ad- 
vertising manager of Hercules. Between 
them is the original painting. 


GIFT MIRRORS 


Special dark green cartons and Christ- 

mas labels help build consumer interest 

in Christmas gift mirrors produced by 

Pittsburgh Plate Glass Co. Counter dis- 

plays, newspaper mats for dealers and 

reprint sheets featuring the entire line of 
25 mirrors are being sent out. 


FOR SERVICE MEN 


Post Office approval of the Pullmatch 
carton for mailing without special pack- 
ing or wrapping draws a prominent men- 
tion on the gift box produced by Kilgore 
Mfg. Co., Waterville, O., 

men. Patriotic colors are used. 


for service 


STRINGING THEM UP 


An all-time high in attracting passersby was set by this window display of 
Kolliner's, Inc., Stillwater, Minn., apparel store. Wembley ties were used to 
string up the life-size figures of the Axis leaders. 


OFFERS NEW ‘VICTORY THIMBLES' 


A new Factag label promotion sponsored by Pacific Mills features the distribution 
of "victory thimbles,"’ made of non-critical materials. Bearing the slogan, 
"Women at Work for Victory,’ the thimbles are given away with every purchase 
of Pacific Mills yard goods. The window display shown here is available to 
retailers, who may also secure mats for local newspaper tie-ins. 


CLEVELAND AGENCY HONORS MEN 


FULLER S SMITH ROSS 
«The 0 Sete 


* 
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A miniature facsimile of each Fuller & Smith & Ross service man, correct in 

every detail and including even the Canadian air force, dominates this unusual 

agency wartime honor roll. The agency's art director, H. A. Smith, arranged 
with a novelty producer to supply the properly-uniformed figures. 


MORE THAN 41 MILLION RIDERS WILL SEE THIS CARD DAILY 


Dont Let It Spread Over Here 

You can find out where you 
are needed most - or where you 
can get valuable free training - 
by going to your nearest 
U.S. Employment Service 
Office (see phone book). They 
are there to help you. 


— 
ss ’ . 


a 


Wm. Wrigley Jr. Company, long a heavy user of transportation advertising, has donated its complete transport schedule 

to the OW! for use in helping solve the manpower pinch. This copy, the work of Otis Shepard, will appear this week, 

and will be followed by 3-sheet posters. Other Wrigley advertising has already been devoted to the air forces, the Navy 
and the war workers. (Story on Page 34.) 
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Never, perhaps, has a great task been given to 
a group of men so learned, so well read as those 
who wrote the Declaration of Independence and 
the Constitution. 

There was Thomas Jefferson, who read the 
books of the great thinkers in their own tongues 
—Latin, Greek, French, Spanish, Italian, and even 
Anglo-Saxon. He left a library of 10,000 volumes. 

There was James Madison, student of theology 
and Hebrew, and one of the best read men in 
the Colonies. 

And Ben Franklin who, remembering his own 
boyish hunger for books, started the first circu- 
lating library in America. 

And so with all the other Founding Fathers. They 
brought to their mighty task the culled wisdom of 
the ages... And out of their reading they lit the 
flame of freedom. 


’ y LA 
EADING is still the truest education for democracy 
R . the reading not of scholars only, but of men 
and women in all conditions of life, all ages, all tastes 
and interests . . . the reading of the people. 

Such is the influence exercised today by The American 
Weekly—the magazine distributed from coast to coast 
through 20 great Sunday newspapers—in the homes 
of more than 7,500,000 families. 


The signing of the Declaration of Independence in Congress at Independence Hall, Philadelphia, July 4, | 


7% 


. Drawn for THE AMERICAN WEEKLY by the eminent American artist, Robert Riggs, after the 
famous original painting by John Trumbull, which is now hanging in the Capitol Rotunda in Washington 


Its true stories, taken from real life—tales of love 
and adventure, mystery and intrigue, tragedy and crime 
—satisfy the hunger of great multitudes of human 
beings for color and glamor in their everyday lives. 

Its service pages provide such authoritative and prac- 
tical advice and information on nutrition, cooking, 
beauty care, clothes and housekeeping that women 
readers express their interest and gratitude with 
thousands of letters every month. 

Its thrilling articles on the new advances in science, 
the little known or recently discovered facts of history, 
biography, medicine, art, religion, are told in simple, 
vivid language that all can understand; yet so complete 
is their authenticity that copies are used by instructors 


THE 


ut of their READING... 
they lit the flame of freedom 


in schools and scientific institutions throughout the 
United States. 

Thus this great magazine, with an appeal as varied 
and far-ranging as human nature itself, brings refresh- 
ing entertainment to countless millions—opens new 
paths of discovery and knowledge—widens the whole 
of their experience. Its influence reaches beyond all 
actual measurement—goes deep into American life. 

y y y 
The national advertiser who associates his product 
with such an institution is tying it up with the great- 
est force known in advertising. He is making his 
advertising message, like the rest of The American 
Weekly, the reading habit of more than 7,500,000 
American families. 


ERICAN 


Greatest 
Circulation 
in i SP SA. World 
“The Nation’s Reading Habit’’ 
Main Office: 959 Eighth Avenue, New York City 
Branch Offices: Heanst Buoc., Curcaco ... 5 Wivtunor Squane, Boston . Aacape Binc., Sr. Lours Hansa Bunc., Crevetarvo 
Gesenat Morons Buoc., Deraorr 101 Mamserra Sr, Artayts... Eotsow Bunc., Los Ancetes... Heanst Buoc., San Francisco 
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